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Rough Proofs 


Listeners overestimate the length 
of radio commercials, investigators 
report. It isn’t the hour, it’s the 
company. 


vgs iy 


Formerly every dog had his day, 
but now the suppliers are laying 
ambitious plans for National Dog 
Week. 
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Stewart-Warner is equipping its 
new refrigerators with ultra-violet 
ray lamps to kill bacteria, but has 
made no provision for ailing custo- 
mers to climb in too. 
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Shell Oil is attacking “screw- 
drivers” in its current copy, with 
full assurance that every motorist 
will know it’s the other fellow 
they’re talking about. 
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Even before becoming engaged, 
Gorham has discovered, girls fre- 
quently set their hearts on a par- 
ticular silver pattern. Then all they 
have to do is select a fiance from 
the open stock. 
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“No one decides to try a policy 
of ours at breakfast as the result of 
an advertisement,” admits Travel- 
ers’ Van Beynum. But with cream 
and a little sugar it could give some 
of the other advertised offerings a 
lot of competition. 
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ADVERTISING AGE called attention 
to all the military equipment for 
civilians advertised in England, and 
the same week our War Department 
let a contract for a gas mask fac- 
tory. 
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“IT am past sixty, yet boys scarcely 
above college age often try to flirt 
with me,” said Edna Wallace Hop- 
per before the Federal Trade Com- 
missioners raised their eye-brows. 
They probably objected to “try.” 
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After you read Miss Hopper’s ads 
about mature feminine charms and 
their devastating effects on sus- 
ceptible males, H. Rider Haggard’s 
“She” doesn’t seem so implausible. 
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Gladys, the beautiful receptionist, 
says those under-water lovers of 
Gantner swim suits are very pretty, 
but she for one never cared for a 
wet smack. 


. | 


“Nassau Daily Journal, which be- 
gan publication at Hempstead, L. I., 
March 1, has been discontinued.”— 
ADVERTISING AGE. 

Well, it probably came in like a 
lion, anyway. 
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Health laws are given some of the 
credit for cutting down the number 
of marriages in 1938. Maybe when 
‘ve isn’t blind, fools don’t rush in 
quite so fast. 
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_ Bread burns up fat, asserts Stand- 
‘td Brands, addressing its message 
the stylish stouts who are willing 
“admit that fat burns them up. 
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WON'T BE LONG NOW 


On April 20 | On April 20™ 
STUDEBAKER | STUDEBAKER 
will present will present 
anewcarinthe | anewcar inthe 
price field of | price field of 
Chevrolet, Ford | Chevrolet, Ford 
and Plymouth! | and Plymouth! 


Single column teaser copy in several 

national magazines will prepare the pub- 

lic for Studebaker's official introduction 
of its latest product next month. 


Kroger to Offer 
Revolutionary Note 
in Meat Marketing 


Pittsburgh, March 23.—A new 
note in meat merchandising will be 
introduced in Cleveland next week 
by Kroger Grocery and Baking 
Company, it was revealed here to- 
day, following announcement of an 
improved method of tenderizing 
beef, developed by the Mellon In- 
stitute of Industrial Research and 
the Kroger Food Foundation. 

Under the trade name “Ten- 
deray,” Kroger will offer the new 
product which, it is claimed, can 
be produced 19 times faster than 
through nature’s process of “hang- 
ing.” The resultant marked econo- 
mies will bring tender beef within 
the price range of even the lowest 
income groups, in the opinion of 
Albert H. Morrill, president of the 
Kroger company. Following the 
Cleveland introduction, Tenderay 
will be put into distribution here 
and subsequently in other cities. 


Cheap Cuts Now Desirable 


The new process, perfected after 
four years of research, is said to 
make cheap cuts of meat as tender 
as prime sirloin. 

As explained by the scientists, the 


(Continued on Page 6) 
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Teaser Copy 
to Break News 
of New Champion 


Studebaker Entry in Low 
Price Field Bows Early 
in April 


(Picture on Page 31) 

South Bend, Ind., March 23.— 
More than $1,500,000 will be spent 
by Studebaker Corporation to her- 
ald its invasion of the low price 
field, which normally accounts for 
about 60 per cent of all automobile 
sales. While newspapers will get 
the major part of this appropria- 
tion, a substantial magazine and 
radio campaign will play an impor- 
tant role in the introductory cam- 
paign. Export papers and automo- 
tive publications, the latter designed 
to enlist aggressive dealers for the 
new Studebaker Champion, will also 
be employed heavily. The Cham- 
pion is priced at $660 and up, de- 
livered at factory. 

Though the economy factor will 
be extolled in the introductory copy, 
major emphasis will be laid on 
quality, with the Champion de- 
scribed as “Brilliant team mate of 
Studebaker’s Commander and Pres- 
ident.” Attention will be focused, 
however, on the statement that not 
only may the motorist save from 10 
to 25 per cent on gas bills with the 
Champion, but may also rely on 
greater freedom from repair bills. 


Revolution in Doors 


While the Champion will boast 
all of the mechanical features 
which the motoring public has come 
to expect, such as steering wheel 
gear shift, Studebaker will also pre- 
sent such innovations as doors 
which close lightly, silently and 
tightly, taking this operation out of 
the field of major surgery. 

The public will receive its first 
hint of Studebaker’s new car in 
April 8 issues of weekly magazines, 
when one-column teaser advertise- 
ments will whisper the tidings that 
the ranks of the Big Three are 
shortly to be expanded. The an- 
nouncement copy will appear in the 
April 22 issues of Collier’s, Life, 

(Continued on Page 27) 


Broadcasters 


Code on Air 


HEADS DIRECT MAILERS 


L. Rohe Walter, advertising manager, 
Flintkote Company, who has been elected 
president of the Direct Mail Advertising 


Association. (Story on Page 2). 


Knox Gelatine 
Exploits the News 
While It's Hot 


New York, March 23.—Charles B. 
Knox Gelatine Company rushed 
into print here today with an ad- 
vertising tie-up to yesterday’s news- 
paper headlines which told of a 
new scientific discovery by medical 
authorities proving that muscular 
energy can be tripled by eating 
plain gelatin. 

The insertion, headlined “The 
Energy Food in the News Was 
Knox Gelatine!”’, appeared only in 
local newspapers. No decision has 
yet been made as to whether the 
theme will be used as the basis for 
a national drive. Kenyon & Eck- 
hardt directs the account. 

Copy occupied space of 600 lines, 
and featured clippings from four 
New York City papers. A _ note 


(Continued on Page 27) 


Last Minute News Flashes 


National Biscuit Tests New Cereal Product 


New York, March 24.—National Biscuit Company has launched a 
test campaign in three Midwestern cities on behalf of “double-milled 


bran,” 


a new cereal product. Large-space newspaper insertions are be- 
ing used in Cincinnati, Dayton and Columbus. 


The product has been 


accepted by the Council on Foods of the American Medical Association. 


McCann-Erickson is the agency. 


Loss Leader Bill Defeated in North Carolina 


Raleigh, N. C., March 24.—A model uniform sales act, sponsored by 
the National Food and Grocery Conference Committee, was defeated 51 
to 40 in the North Carolina House of Representatives last night. Although 
designed to prevent sales of any product below cost, the bill was de- 
scribed by opponents as a “price-fixing” measure. 


Public Hearings Set for New Liquor Labeling Rules 


Washington, D. C., March 24.—The Federal Alcohol Administration 
today announced that public hearings will be held at the Willard Hotel, 
April 24, regarding amendments to Regulation No. 5, relating to the 
labeling and advertising of distilled spirits. The proposed new rules 
deal with label terminology and distiller identification. 


Sandberg Named Swift Plant Advertising Manager 
Chicago, March 24.—John V. Sandberg today was appointed adver- 


tising manager for the associated plants of Swift & Co. 


Mr. Sandberg 


has been in the Swift advertising department for the past few years. 
In his new post he will be in charge of advertising for more than 20 


packing houses owned by Swift. 


Push Pla ns for 


Commercials 


NAB Acts to Further 
Industry's Self-Regula- 
tion Policy 


New York, March 24.— While 
Washington legislators this week 
continued to juggle the proposed re- 
organization of the Federal Com- 
munications Commission, the broad- 
casting industry devoted its atten- 
tion to a furtherance of self-regu- 
latory activities by launching a 
series of meetings here in the hope 
of evolving a new program code 
governing radio advertising. 

With President Neville Miller 
presiding, the program code com- 
mittee of the National Association 
of Broadcasters went into a closed 
session at the Ambassador Hotel to 
consider copy standards, the accept- 
ability of certain types of advertis- 
ing on the air and the presentation 
of children’s programs. 


Code Expected in Month 


One of the committee’s first acts 
was to study a_ special report 
submitted by Edward M. Kirby, 
NAB director of public relations, 
and Gomer Bath, of WMBD, Pe- 
oria, which incorporated a digest 
of all existing program standards. 
The handling of controversial sub- 
jects, policies with regard to news 
commentators and other air “col- 
umnists,” were also among the 
angles that came up for discussion. 

Although no specific code formula 
was expected as the result of the 
meetings, it was said that details of 
the code will be worked out as the 
result of this preliminary survey 
and at another meeting, about a 
month hence, a proposal will be 
made ready for submission to mem- 
bers. 


Plans Revised Statement 


Coincident with the NAB sessions 
it was reported in radio circles that 
National Broadcasting Company, 
following several months of inten- 
sive study, will shortly make avail- 
able to agencies and advertisers a 
revised statement of policies gov- 
erning commercial as well as sus- 
taining programs. 

Present indications are that spon- 
sors and their agencies will be in- 
vited to offer suggestions and criti- 
cisms of the NBC code which will 
be considered by the network with 
a view to incorporating them into 

(Continued on Page 27) 


Oklahoma House 
Favors Sales Tax 


on Space Costs 


Oklahoma City, March 22.—The 
Oklahoma house of representatives 
this week passed an amendment to 
its sales tax bill, including a 2 per 
cent tax on gross receipts derived 
from the sale of advertising space 
in newspapers and periodicals. 

Sponsors of the amendment said 
it is not a tax on newspapers but 
on retailers “who are not paying 
any sales tax.” Opponents of the 
revision regarded it as a “double 
taxation” on merchants. 

It was also asserted that the 
amendment, as a deterrent to ad- 
vertising, would consequently ham- 
per sales and general business con- 
ditions. The amendment would also 
place a 5-cent tax on each glass or 
bottle of beer. 
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Steel Company 
Reports Consumer 
Copy Fruitful 


Ten-Week Newspaper 
Test May Spur Mer- 


chandising Plans 


Pittsburgh, March 23.—The pos- 
sibility that steel companies may 
expand their consumer advertising 
directed to prospective home build- 
ers was seen here this week, as the 
result of a successful test campaign 
conducted by Jones & Laughlin 
Steel Corporation. 

In a 10-week newspaper drive 
Jones & Laughlin concentrated on 
bringing to the attention of consum- 
ers the advantages of using J. & L. 
steel beams in home construction. 
All advertisements carried the sig- 
nature of jobbers distributing the 
company’s lines and appeared in lo- 
cal newspapers. Commenting on 
the results of the campaign, R. M. 
Gibbs, Jones & Laughlin advertising 
manager, said: 


——— : —— 


“While we cannot say that they 
have been overwhelming, we can 
say that they have been satisfac- 
tory, especially so in view of the 
short duration of the campaign. 
Further, it has demonstrated the 
possibilities of applying the adver- 
tising methods commonly used by 
cigarette, canned foods and other 
mass merchandisers of goods to the 
steel industry.” 


Consumers Stress Surface 


“There is a natural tendency on 
the part of prospective home build- 
ers to skimp on the fundamentals 
of their house, because for the most 
part they are unseen. At the same 
time they insist on all the outward 
beauty features and refinements on 
the market,” continued Mr. Gibbs. 
“So in this series of ads we sought 
to sell the prospective home owner, 
particularly the wife, on the advan- 
tages of using J. & L. junior beams 
in house construction through the 
use of testimonial letters from 
housewives who already had used 
our steel. We also found that our 
advertising efforts spurred archi- 
tects and jobbers to push steel 
beams more so than before. 

“On the whole, we are satisfied. 
Similar campaigns adopted by the 
industry should prove highly profit- 
able in promoting the use and sale 


of steel products direct to the con- 
suming public.” 


Ayer Invites Dailies 
to Enter Competition 


All daily English language news- 
papers in the country have been in- 
vited to enter editions of March 9 
in the ninth annual Exhibition of 
Newspaper Typography sponsored 
by N. W. Ayer & Son, Philadelphia. 

The jury which will judge entries 
April 7 consists of Gen. Hugh S. 
Johnson, newspaper columnist; 
Quentin Reynolds, associate editor 
of Collier’s, and Walter Dorwin 
Teague, industrial designer. 


Helen Valentine Named 


Helen Valentine, formerly editor 
of Vogue Pattern Book, New York, 
and previously a member of the 
copy staff of Lord & Thomas, New 
York, has been appointed promotion 


director of Mademoiselle, New 
York. 

Now Holway, Inc. 
Grantham Associates, Chicago, 


has changed its name to Holway, 
Inc. Offices will continue at 549 W. 
Washington street. 


Account to Grey 


Grey Advertising Agency, New 
York, has been appointed to handle 
advertising of Mitchell & Peirson, 
Philadelphia, tanner of leather. 


A detail—but the radio audience has made it important: 
When we streamlined our station identification to “St. 
Louis KWK,” listeners really sat up and took notice! 
They wrote, they telephoned, they said they liked it! 


No need for us to say,” You are listening to Radio Station 
KWK, etc., etc.,""— they know they’re listening to KWK 
and so do we! But we checked two hours of Class A 
time the other night just to make certain: A thousand 
telephone calls showed St. Louis KWK with 43.8% of 
the audience to St. Louis network stations. Another 


detail—perhaps—yet of a nature which insures sponsor 


success 


ST. LOUIS 


on St. Louis KWK. 


HOTEL CHASE 


Thomas Patrick, Incorporated 


° ST. LOUIS 


Representative 


PAUL H. RAYMER CO. 


NEW YORK « CHICAGO « 


SAN FRANCISCO 


CUSTOM FLOOR COPY 
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This amazing innovation 


individualizes every floor! . 
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Departing from emphasis on price, the 
attention to an opportunity for achie 
floors. The copy appears in American 


Full color blowups are furnished de 


Walter Chosen 
Head of Direct 


Mail Association 


New York, March 23.—L. Rohe 
Walter, advertising manager of 
Flintkote Company, has been elected 
president of the Direct Mail Adver- 
tising Association. Robert J. Flood, 
of Thompson, Flood and Rowland, 
distribution consultant, has been 
named to the board of governors. 
He will also serve as general chair- 
man of the convention to be held 
here Sept. 27-30. 

Mr. Walter is the author of the 
new book, “Effective Marketing.” 
Formerly an account executive with 
the old Blackman Company, he was 
later sales promotion manager of 
National Geographic Magazine. His 
Flintkote mail campaigns have been 
placed among the 50 direct mail 
leaders for the past three years. 

Mr. Flood was formerly in agency 
work, and was active in promotion 
of the World’s Fair preview held 
here last year. He has also had 
experience in planning conventions 
for the Association of National Ad- 
vertisers. The convention program 
will be planned by a committee 
headed by Frank Egner, assistant 
vice-president, McGraw-Hill Book 
Company. 


Start Type Service 

Douglas W. Vanderbilt and John 
F. Jackson have formed Vanderbilt- 
Jackson Typography, at 110 Green- 
wich street, New York. Mr. Van- 
derbilt was formerly with David 
Gildea & Co., New York, and pre- 
viously with McCann-Erickson, 
New York. Mr. Jackson was for- 
merly with Albert Frank-Guenther 
Law, New York. 


White-Lowell Named 


L. Rose & Co., London, has ap- 
pointed White-Lowell Company, 
New York, to handle advertising for 
its lime juice and lime marmalade. 
Harold F. Ritchie Company, New 
York, is sole distributor in the 
United States. 


Gets Hardware Account 


C. J. Ollendorf Advertising, Chi- 
cago, has been appointed agency by 
Mackie Lovejoy Mfg. Company, 
Chicago, manufacturer of hardware 
specialties and closet accessories. 
Business papers and spot radio an- 
nouncements will be used. 


...at prices of rf 


vs 
; A * 
om THE hei: 


y3 nt E ee 
eet ae tae 


© dealer and learn how 


illing new idea 


PARCO, LINOLEUM 


—— 


STRESSES INDIVIDUALITY 


fu vie wy) “Koo tJ 


gular linoleum 


i 


3 


> LP «de 
a a “a 
i tg ‘ 7 
* ‘* ¢ ‘ % 
—* we, oes 
a ® 7 a ms 
& : “ ” ~ Be oF & 
% SS te ; i Bi. 
RAO? LOGE 1h Peta shotied Seonses Ben. FOS 
* 
; 


true’ Step into 
ore can be 


+ of regular 


4 
+ 
% 


Om | hae & 
Yord Coeds , nur ROC8 


Paraffine Companies direct consumers’ ; 
ving individuality in planning linoleum RY 
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alers for point-of-purchase displays. 


C 
Hearings on New 
Trademark Bill 


Washington, D. C., March 23.—A 
Congressional committee will begin 
hearings March 28 on legislation | 
which has as its purpose major 5 
changes in existing trademark reg- D 
istration laws and procedure, it was 
learned here today. 

So technical is the proposed bill, 
introduced by Representative Fritz 
Lanham of Texas, that not even ex- 
perts are able to explain briefly just 
what its effect would be. Generally 
it is described as a move to mod- 
ernize existing procedure and “iron 
out kinks” that have grown up dur- 
ing the years. 4 

The pending bill is in reality part 
of an omnibus trademark and copy- 
right revision bill upon which ex- 
tensive hearings were held in the 
last Congress and from which a 
minor bill was finally evolved and 
enacted. 


ite 


Meier Names Agency 


B. Meier & Son, New York, food 
products, has named Campbell- 
Lampee, New York, as agency. 


KAUFMANN & FABRY CO 
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ADVERTISING AGE 


If you want to know whether your New York 
advertising is working the right side of the street, try this 
experiment some time. Try buying what you’re trying to sell. 
It may be a revelation to you! 


Try buying coffee, for instance. Say Chase & Sanborn’s. 
Here is a popular, medium-priced product, advertised for 
years in all major media. You'd think it could be bought in 
every grocery store in the country. 


But actually, you will find in New York that only five stores 
out of ten in low-income neighborhoods carry it. In medium- 
income neighborhoods, nine stores out of ten carry it. In 


high-income neighborhoods, every store carries it.* 


There’s a simple reason for this. Distribution follows the 
market. No market, no distribution. Good market, good dis- 
tribution. Distribution is a key to New York’s best-buying 
neighborhoods... a guide that will help you concentrate your 
advertising where it does the most good—among New York’s 


above-average-income families. 


New York’s above-average-income families comprise a major 
volume market. Easiest and least expensive to sell, they com- 
prise your most profitable volume market. The New York 
Times concentrates advertising in this market so that adver- 


tising can concentrate on the business of selling-for-profit. 


Che New Pork Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


CHICAGO e BOSTON @ DETROIT 


* Facts from our Market Research Department's study of retail coffee sales 
in New York City, available, as are other studies in the grocery and drug fields, 
to interested executives upon request. 
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Union Pickets 
Agency's Clients 
in Recognition Row 


Agency Denies Char- 
ges Filed with NLRB by 
CIO Unit 


New York, March 22.—What is 
believed to be the first serious ef- 
fort by organized labor to gain a 
foothold among advertising agencies 
came to light here this week when 
the American Advertising Guild, a 
CIO affiliate, began a secondary 
picketing campaign against Gussow, 
Kahn & Co. 


Picket Retail Accounts 


For several days, pickets have 
been patrolling the sidewalks in 
front of Lord & Taylor protesting 
against the store’s use of advertis- 
ing material supplied by Gussow, 
Kahn. Best & Co., specialty shop, 
was picketed for a time but pickets 
have since been withdrawn. Lord 
& Taylor is not a regular client of 


the agency but is using some of its 
work at present. Best is a regular 
client. 

The union charges that salaries 
of $13 and $14 a week are prevalent 
at Gussow, Kahn. George N. Kahn, 
treasurer of the agency, declares the 
accusation false. The union has 
also filed a complaint with the Na- 
tional Labor Relations Board, ac- 
cusing the agency of dismissing em- 
ployes without notice and intimi- 
dating others in an attempt to force 
them to resign from the union. 


Recognition an Issue 


The Guild first demanded recog- 
nition about a month ago. Mr. Kahn 
offered recognition if it could be 
proved by a vote of all employes 
that they wished to be represented 
by the Union. The agency head de- 
clares that this offer was made in 
writing and was never accepted. 
The union charges that the offer 
was withdrawn. 

The local chapter of the League 
of Women Shoppers, a national or- 
ganization which seeks to mediate 
labor disputes, has investigated the 
case and sided with the union. A 
letter will be sent out to the group’s 
2,000 members in this area explain- 
ing the situation, and the position 
taken by the League. 

A union official told ADVERTISING 


AS MUCH AS) 


TWENTY-SIX RUSSIANS 


ss 


J. Cox, of Burnham-on-Sea, 
an English Town Crier 


AGE today that secondary picketing 
activity will be broadened soon. The 
agency serves a number of other re- 


tail accounts here, as well as 
manufacturers with headquarters 
here. This informant declined to say 


whether or not the agency would 
be picketed, or a strike called. The 
size of the membership of the two- 
year old union could not be learned. 

Picketing activity was enlivened 
by the copy carried on the signs. 
One slogan reads, “The World’s 
Fair, but Gussow, Kahn isn’t.” An- 
other reads, “Gussow, Kahn em- 
ployes are 99 and 44-100 per cent 
poor.” 


Michigan Legislators 
Ponder Tourist Bill 

The Michigan house of represen- 
tatives has passed and returned to 
the senate a bill providing for a 
$200,000, two-year advertising fund. 

Sponsored by the late Gov. Frank 
Fitzgerald, the bill originally called 
for a $400,000 appropriation. Sub- 
sequent committee action has low- 
ered this figure. 


To Hear Chevalier 

Willard Chevalier, publisher of 
Business Week, will be a guest 
speaker March 27 at a luncheon 
meeting of the New York Financial 
Advertisers. The meeting will be 


held at the Lawyers Club. 


Great Britain is America’s richest foreign market. 
The answers to the following questions may help you 
to increase your English sales 


Qscstion: How does Great Britain 


compare with other foreign countries 


as a market for American goods? 


Answer: The average Englishman 


buys from America three times as 


much as a Frenchman, six times as 
much as a German and twenty-six 
times as much as a Russian. 
Question: Is the English market for 
American goods expanding? 

Answer: Yes. During the last six 
years, American exports to England 


have nearly 


doubled, and for the first 


nine months of 


igzk, thev wer 


over 
1o% up on the same period In 1437. 
Question: Why is national press ad 
vertising cheaper and easier in England 
than in America? 

Answer: Bec ause 47, people 
are gathe red in acountry smaller than 
the State ot Oreg: n ind because an 
advertisement in the Rad Times 


reaches three million families (one in 


tour) at a cost of $3000 a page. 


Question: In which income group is the 

Radio Times espectally predominant? 
Answer: Amongst the most pros- 

perous 25% of the population. One 

million Radio Times tamilies belong 

to this top income group. 

46 lion Wi hat pectal advantage as 


i . fe ef | 7 J Pi 
Qn adveriisinge medium Aa the Radio 


Times over any other publication? 


Fhe Radio Times has the 
sole right to publish B.B.C. radio 


Answer: 


programmes up to a week in advance. 
The result, according to an independ- 
ent survey, is that go% of subscribers 
read each copy every day for a week 
after receiving it. 


* * * 


lf vou are an American manufacturer 
selling in England and would like to 
have further market facts bearing 


on your particular problems, write to 


the Advertisement Director, British 
Broadcasting Publications, Broad- 
casting House, Portland Place, 


London, W.1, England. 


The English weekly magazine with a density of coverage 
four times that of Life 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000 


——— 


Rate, $2.46 per line per million readers 


PACKAGE INSERT STEPS UP READER INTEREST 


- 
MOSTESS SALAD IN CAQGBAGE SHELL, 
a TO telng thew & ; 
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CASSEROLE OF KIOWEY BEANS. 
FRENCH STYLE 


PILLOWS 
STERILIZED 


WITH LIVE STEAM 


(NOT WASHEO WITH SOAP AND WATER) 


Neu Life Restored to Qeathers 


ROSE APPLE SALAD 


> 
AO 


By including illustrated recipes with its general service sales story, Great Western 
Laundry Company, Chicago, stimulates high readership for its package inserts. 
Sprague Warner & Co. is credited for the food hints. 


Recipes, Photos 
Give New Life 
to Package Insert 


Chicago, March 21.—Package in- 
serts, a regular but previously pro- 
saic promotional technique of the 
Great Western Laundry Company 
here, took a new lease on life this 
week with the inclusion of photo- 
graphs and recipes designed to step 
up “reader interest.” 

This laundry, which serves nearly 
all city and suburban areas, has 
used package insert advertising for 
several years, according to Nathan 
Levitetz, advertising manager, but 
has not concentrated its effort upon 
this type of promotion. 

The new layout, he said, has been 
inspired partly by his wife’s predi- 
lection for recipes. Ten by eleven 
inches in size, it gains eye atten- 
tion with three photographs on each 
side topping the same number of 
recipes. Each recipe is so printed 
that it may be clipped for filing. 


Gets Credit Line 


And, it’s Mr. Levitetz’s hope that, 
while the housewife’s eye lingers 
over the picture and instructions 
for creating a rose apple salad, she 
will also devote some attention to 
the variety of services offered by 
Great Western. These are mentioned 
in copy above and below the reci- 
pes. Recipes, Mr. Levitetz said, 
were donated by Sprague Warner & 
Co., with the latter receiving a 
credit line and specific mention of 
its brands in the recipes. 

The laundry started distribution 
of the new inserts this week and 
expects to issue more than 100,000 
a month. After a suitable period, 
drivers will be instructed to con- 
duct a “consumer survey” as to the 
response. 


Asks Reduction of 
Michigan Wine Tax 

State Senator Joseph Baldwin has 
introduced a bill in the Michigan 
legislature calling for a 15 cent per 
gallon tax on all Michigan wines, 
regardless of origin. 

At present, this state imposes a 
four cents a gallon tax on Michigan 
wine if grapes are bought from state 
growers. Wine imported from New 
York, Ohio and California is taxed 
50 cents a gallon. 


Utility Copy Contest 
Deadline is April 15 

The Better Copy contest spon- 
sored by the Public Utilities 
Advertising Association will close 
April 15. 

Open to any public utility com- 
pany, entries in the several classi- 


fications are expected to surpass the 
1938 total. 


Pennsylvania May 
Change Setup for 
$400,000 Drive 


Harrisburg, Pa., March 23.—Gov- 
ernor Arthur H. James today asked 
the state legislature to appropriate 
$400,000 for a two-year state pub- 
licity program which is to be han- 
dled by a proposed Department of 
Commerce absorbing the present 
State Publicity Commission. 


For Tourist Publicity 


“The recommendation that you 
appropriate $400,000 from the motor 
fund is for the purpose of conduct- 
ing tourist and highway publicity,” 
the governor told the legislature. 

During the 1937-39 biennium the 
publicity commission was granted 
$500,000 for its functions. Pre- 
viously published reports show the 
campaigns to have been extremely 
successful in both years. 


CATCH 


ci THE EVE 


TO.MAKE;THEM BUY 


HAT’S what our eye-stopping photos do 

—shock the eye, and you have the start 
of a sale. Shock value photos are hard t0 
find, even at $10 per print, but EYE” 
CATCHERS fairly bristle with eye-catching 
Situations for all lines of business at only 
$5 per month . . . 100 new subjects monthly 
New York's top models. High class phot J 
raphy. Used by biggest advertisers. 55° 

upon today for free proofs and details 
Mat and Glossy Print Plan. No obligatio® 


prmrwrwr rrr wwe ne Ki 
| Eye*Catchers, Inc., ; l 
j 10 East 38th Street, N. Y. City| 
Please send us FREE proofs and details. 
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Advertise and Grow, 
Is Motto Followed 


by Forum Cafeterias 


Six-City Chain Was 
Started with Total Cap- 
ital of $300 


Kansas City, Mo., March 23.—The 
emergence of Forum Cafeterias as 
one of the leading restaurant chains 
in the Midwest can be credited in 
large part to the consistent adver- 
tising program followed since 1932, 
company executives said today. 

Forum’s expansion program was 
highlighted recently by opening of 
a cafeteria in Chicago, its sixth 
city. With the addition of this city, 
Forum now operates in St. Louis, 
Minneapolis, Houston, Cleveland, in 
addition to Kansas City, its head- 
quarters. The chain serves an 
average of 25,000 meals daily, uses 
more large space newspaper adver- 
tising than most competing compa- 
nies in its territory. 

While Forum’s appropriation fig- 


Aes ; 


A brilliantly conceived advertising and selling 


operation may be lacking in some vital par- 


ures were not disclosed, a com- 
pany spokesman said that news- 
paper linage totals from 30,000 to 
50,000 annually in each city where 
the chain operates. Practically all 
of the company’s advertising budget 
goes to newspapers. Linage for 
each unit has also shown a steady 
increase since the start of the cam- 
paign in 1932. 


Believes in Large Space 


Forum advertising utilizes large 
space insertions; full pages or “page 
stealers” from two to four times a 
month in all Forum cities. This 
policy was adopted following early 
experiments with smaller space and 
some other media. Increases in 
business volume could not be main- 
tained by this technique, however, 
and large space became the rule. Of 
interest in connection with the early 
use of small space is the fact that 
it was apparently the only choice 
possible. C. M. Hayman, Forum’s 
president, started the now flourish- 
ing chain with a total capital of 
only $300. 

One of the newest and most im- 
portant aims of Forum advertising 
is the leveling off of peak hours. 
Increasing business between the 
mealtime peaks is accomplished by 
making a special appeal to after- 
noon shoppers. 


ofhices . 


ticular and produce only indiffer- 


ent results. 


$$$ Study your program and ask 
yourself whether there is an im- 
It will 


portant “missing link.” 
pay you to find it. 


$$$ If your advertising is aimed 


at high executives, you may be 


The principal ad-| 


at home. 


vertised dish in this connection is 
Chow Mein, which Forum has 
served daily for over four years, 
selling more than 2,000,000 orders. 

Most Forum copy uses an up-to- 
the-minute interest getter as a head, 
leading the reader well into the 
story before merchandising angles 
are developed. The copy is always 
fully illustrated following various 
themes, usually demonstrating some 
good reason for dining at Forum 
and listing a few prices of individ- 
ual dishes, plus a modest statement 
as to the high quality of the food 
served. 


“Save $104 a Year” 


At no time does this advertising 
term the company a price cutter. 
Although economy is stressed by 
the much-used Forum slogan, “‘Save 
$104 a year,” prices are always de- 
termined on the same profit margin, 
fluctuating only with exact fluctua- 
tion of unit market price. 

A recent copy theme used by 
Forum was: “Go to church this 
Sunday and then bring your family 
to the Forum for dinner.” The copy 
stressed that it was as inexpensive 
to eat at Forum as to prepare din- 
ner at home. It stressed the “pur- 
suit of happiness” angle of enjoy- 
ing food more away from the hum- 
drum of everyday surroundings; the 


link 


using publications which they read 


But do you merchandise 


that advertising by taking space in 
the medium which they read in their 
— your point of sale? 


$$$ Much of the selling punch in 
your copy can be lost in the carry- 
over from home to office. 


$$$ The one and only national pub- 
lication for management executives 
that prevents this loss is The Wall 
Street Journal. 


subscribers read it in their offices at 


86 per cent of its 


their desks. 


$$$ It gives you, per advertising dol- 
lar, more readers who are active man- 
agement-executives of industrial corpo- 


with assets of 
$1,000,000 than 


any other publication— 


rations 


over 


magazine or newspaper. 


$$$ Make your cam- 
paign more productive 
by completing it with 
The Wall Street Journal. 


~ at point of sale 


‘Jitterbug 
Johnny" 


SAVES HIS WAY 
OUT OF A JAM 


Gee’ Vee Getty Sedpet & Best A Bate "Wee 6 fetes Beater fo ie, too 


“Seek! Gey SS Leh Te Last A Wet 


RESTAURANT CHAIN DRAMATIZES ECONOMY 


Wty Badget A Cinch! Look At Toes Big 5c Lonel! “Jeepers! fe A Mate Mae! 


er) Ree! EEE MO Rue > awe 


You, Too, Can Help Yourself Out of Money Jams... Save $2.00 A Week — 
$104 A Year!...Just Eating At The Forum! 


wife’s right to day of leisure as well 
as other members of her family. It 
is with ideas of economy, lightened 
labors of the home, summer com- 
fort, and allied themes that the 
message to the woman of the house 
is carried. 

Forum officials estimate that the 
average restaurant loses about 15 
per cent of its customers each year 
if no effort is made to get them 
back. Forum’s advertising is de- 
signed to make up this loss and also 
to increase the company’s business. 

Much of the advertising features 
“specials” or dishes which have 
proved popular at Forum prices. In- 
stead of advertising prices of com- 
bination meals, attention is given 
the special, and enough other prices 
are quoted to give the customer an 
idea of what a Forum meal will cost 
him. When combination meal prices 
are mentioned, it is usually in this 
| form: “Forum’s huge volume gives 
you good food at about 35 cents per 
meal (average).” 


Has Sufficient Supply 


Contrary to the often practiced 


prrpieromgeay of a limited amount} and International Silver Company 


™ Forum Cafeteria a 1 


This layout will appear next week in newspapers in Forum Cafeteria cities. Eating 
specials are inserted in the space left open at the bottom. 


Kroger to Offer 
Revolutionary Note 
in Meat Marketing 


(Continued from Page 1) 


new process is an improvement over 
the established practice of “hang- 
ing” or “ripening” choice cuts of 
meat for the hotel and restaurant 
trade. The “hanging” process is 
costly and only the very best cuts 
are treated by this method. 

The problem confronting the re- 
search men was how to kill surface 
bacteria without damaging the meat. 
They found the answer in the 
“Sterilamp,” developed by the 
Westinghouse Electric & Mfg. Com- 
pany, which bombards the meat 
with “bactericidal radiations” for 
two or three days at 60 degrees 
Fahrenheit. This speeds up break- 
ing up of the connecting fibers in 
meat which cause toughness. 


Radio, Silver Service 
Packaged for Promotion 


RCA Mfg. Company, Camden, 


of leaders or specials, Forum man-| Meriden, Conn., are cooperating in 


| sufficient supply of our daily spe- 
icials. We must never run out of 
them!” Forum figures on selling 
| from 600 to 1,000 orders of this spe- 
cial daily. 
Forum’s 


copy is also merchan- 


dised to the cafeteria’s entire or-| 


| ganization. The management's guide 
| book to its employes asks: “Have 
we got what our advertising says 
we have? If we have, we’re adver- 
tising our strength. 
| we’re advertising our weakness.” 
| According to company figures, of all 


new customers attracted by Forum 
advertising, one-half 
regular customers. 


will become 


If we haven't, | 


agement charges its employes: “We|a special promotion in which Rogers 
must have prepared at all times a table silver will be sold in combina- 


|tion with a farm radio. 

| The plan to package a radio set 
|and a chest of silver together was 
| tested in rural areas near Nashville 
j}and has now been adopted nation- 
jally. Dealers have been provided 
| with advertising and promotion ma- 
terial for local support for the offer. 


Appoint Wexman 


Reliable Sales Company and Su- 
preme Hosiery Company, Chicago, 
have placed their advertising ac- 
counts with Wexman & Co., Chi- 
cago. Women’s magazines, mail or- 
der and agents’ publications will be 
| used, in addition to a small list of 
| newspapers carrying mail order sec- 
tions. 


WHEN YOU THINK OF 


THE SMALL TOWN MARKET 


| THINK OF 
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WANT AD PHONE. 
DRydock 4-8000 


| 
\ 


Sell Bonds 
petitively 


ny Reverses Wall Street closing edition. 


An hour out of a day at 


The telephone rings. 
othe I 
Million 3%”s **O. K., we'll check.’’ 


en reversal of plans, Turn to the desk—so and s0 
tes Power Co. of Wis-| 58S he hears the margins are to 
revealed that it will| be reduced by the Securities and 
)  \osed issue of $17,500,-| * 4 “"s Exchange Com- 


: | cent bonds to com- . mission. 
g. Then, some 
one says: 
ns for the issue had “Hey, the 


it underwritten by 
& Co. and that 
e was included in 


SEC can’t 
/ n statements filed 
4 
| 


change mar- 
gins, That’s 
the Federal 
Reserve's job.” 

Well, check 
anyway. Call 
the banks. Ask 
INS (Interna- 


yas first divulged ag | 
g in Washington | 
afternoon when/| 
, president of the} 
mse to a question tional News 
uart & Co. repre- Service) to 
that he would en-) Josie cocup check Wash- 
tive bids for the) ington. step on it. 
ay noon. The is-| ‘The telephone rings again. 
SEC registration) «felio, Yeh, just heard it. 
Margins to be reduced. No, 
haven't been able to check yet. 
Call you back if we hear any- 
ttention attaches thing.” 
in the financing, Someone heard margins are to 
be reduced—Federal Reserve an- 
nouncement after the close to- 
day. He gets it from a “good 
yhich have been sasennien eee 
The phone is hardly on the 
hook when it jangles again. 
see The same formula is gone 
ae be! through, with slight variations. 
‘ Some get it right from the “feed 
box,” others say it is not so 
good, but that the rumor, is all 
Ops over the Street. 
In all 12 such calls flow in, 
and the last one says: 
“I hear you fellows have an- 
other beat.” 
; Wish we did is the answer, but 
hae between he comes back: 


=" ~— 


Ino position on the 


ncing had been 


vas 
— 4 
=z 
— 
mM 
—e 


“You have a story that the 
pr homered margins are to be cut.” 
heaad empire Nope, we have been checking 
hey with the with no fruit. We're afraid, we 
= company tell him, some one else has & 
et the thee beat, but he seems to think we 
ghany Corp., are holding back on him. 
in the sys- 


r, Young is The time is getting short. The 


minute hand has crossed the 
| announced| 7:20 line. Less than a half hour 


; to go. More calls outside a 
nflict of in- made. . - 


: position) INS is called: 

Brew and/ Anything out of Washington? 
Position in| No. Washington hasn’t an- 
e. In addi-| swered yet. 
~~, to Well, tell them to get busy. 

. a e in- _ Time is slipping by. A decl- 
» nced un-| sion must be made. The rumor 

i | ‘© permit) is all over the Street. 

| a a obliga- “Should we take a chance and 
Pr modifi-| write story? Someone says 
48 inden-| there must be some foundation 
" _— to the rumor. So and so says 
( ‘ snation he got it from a fellow who has 
i ne Riven) “wonderful Washington sources.” 
a No, Wait, Better to be beaten 

s mei than to go off half-cocked. 
a vic- So a gossip paragraph is 
finally written just stating that 


| States Pwr, Inside of Margin Cut Story; 
Well, That’s Wall St. 


By LESLIE GOULD, 


Financial Editor. |e 
The time is 2 p. m—an hour to go before lock up for the 


Copy is moving out. Only the market story—Broadan : 
‘on Issue of | Wall—yet to clear, and a couple of gossip items. 


‘‘Hello. Yes. Margins? A reduction?” 


220 South st. 


,* 
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such a rumor is widespread, but 
there is no confirmation, 
— . . 
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By this time there is a fairly 
well-knit story. The rumor has 
become almost positive. Further 
calls give all the details—some 
right from a fellow who is sup- 
posed to have guessed right on 
the short selling rules—although 
we got that scoop somewhere 
else. In fact, we had a hard 
time getting any confirmation 
on the short selling news beat. 

The reports all over the Street 
were that there would be no 
change in the short selling regu- 
lation and one gazette went | | 
overboard on that. th 
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are everywhere that there will 
be a change, The reverse of the 
short selling episode. 

Then, the lines put out: to {c 
check on the rumor begin to |ciie 
connect. The head of a big bank [|b 
is finally reached. He is told > 
the rumor. His comment is: | i 

“Well, it looks to me like the ‘ae 
old days. Someone is working -_ 
in the market again. Remem- |!¢ Be. 
ber how they used to spread | \4e 
such stories? ee 

“I have heard nothing of a | ERS: 
change, and I would doubt it. | rigyi: 
I don’t see what good it would =e 


d 

On the margin cut, the rumors |A 
Vv 

t 


accomplish.” oe 
= ; ‘ae 

Then he goes on to say he |" 
would like to see a change in |'@igE 


the rules covering insiders’ re- | “aie 
ports. That’s the thing that’s | Siig 
needed, he adds, saying he |\iies 
knows of many cases where ; 
executives just won’t go in 
and support their securities 
and take positions. 

He would have the reports on 
such dealings kept secret and 
remove the penalties. 

We don’t agree on this, but 
point out that present methods 
of reporting plirchases and sales 
by insiders two months after 
the occurrence is only academic. 
We suggest an immediate re- 
porting and removal of penalties 
on profits and sales. 

The banker does not agree, 
and after some further discus- 
sion the conversation ends. 
back to the margins. The 


time is now 2:55, 
. >. . 


Then, INS sends over a 
bulletin: 
“Fed, Rsv. Bd. (meaning Fed- 
eral Reserve Board) denies any 
cut in margin requirements.” 
The denial is incorporated in 
the gossip on the rumor, and 
calls are put in for the 12 who 
phoned in the “tip.” 
The denial is read to them, 
and almost to a man they say: 
“Well, that's that.” 


PFoUTs 


~~ 


three, ——— 


And that’s Wall Street. 


that didnt come off... 
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_ twelve tips came in, which connotes pom - 
ction in the financial district . - - the chec . : 
hich followed, the two calls to Was ingt 7 
for denial of the rumor, all within 
Then, after the denial, the calls back to the 
| tip, the thank-you notes of news-getters 
= sweet and open, keep the way 


conne 
and caution W 

_, and the worked- 
an hour! . 
sources of the 
who keep their source 


clear for beats in the future . - - ee 
This outline of one hour’s activity © 


ews staff in New York ..- explains why = 
Journal-American earns more financial and wn a 
beats than any other New York newepeper ' . = 
the reasons why the Journal-American — haan 
interesting, accurate, alert and often vita d - ge 
the best read and best believed of any newsp ie 
reflects the caliber of the highly importan 

oa Se eavepineceuulang of this kina o keeps 
vening circulation in America, 
fluential entree into 


financial n 


year after year the largest € | 
r advertisers an im | 
t families in this market: ..-- 
ges 


that makes fo 


600,000 of the bes , : 
Suggestion: Follow Journal-American business pa 


rself for a while, as an index of newspaper quality, 
you 


ulation worth, and real selling power! 
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Package Sale 
of Appliances 
Shattered Records 


Consolidated Edison 
Presents Results to Util- 
ity Conference 


Chicago, March 23.—How the 
package sale conducted by Consoli- 
dated Edison Company, New York, 
during the last four months of 1938, 
not only sold $5,600,000 in merchan- 
dise, but set in motion such power- 
ful forces for recovery that the en- 
tire industry felt the upward surge, 
was related by E. F. Jeffe, vice- 
president in charge of sales, in an 
address before the sixth annual 
sales conference of Edison Electric 
Institute at the Edgewater Beach 
Hotel today. 

O. R. Doerr, Pacific Gas & Elec- 
tric Company, San Francisco, who 
preceded Mr. Jeffe on the program, 
recommended that the industry oc- 
casionally depart from its load 


— 


The other day an agency friend 
took one of our boys with him 
—as advisor—to the meeting 


of a client’s Board. 


Why? Well, this friend told 


the Directors that “F & P know 


more about radio-station 


mar- 
kets and coverage than any 
other outfit in America.” Also 


that “They are known through- 


out the Industry for their hon- 


building efforts to put in the hands 
of the underprivileged inexpensive 
electric appliances which are so 
cheaply operated that they create 
good will out of all proportion to 
the money involved. The promo- 
tion platform of the Modern Kitchen 
Bureau and the point of view of the 
consumer also received much atten- 
tion during the four-day conven- 
tion. 
Early Test Clicked 


Mr. Jeffe said that the package 
sale was first tested in 1937, with 
such favorable results that the com- 
pany felt justified in proceeding 
with it on a large scale. It guar- 
anteed high minimum volume to 
General Electric, Westinghouse and 
two other manufacturers who pro- 
duced the radio, iron, toaster and 
floor lamp with three bulbs com- 
prising the package, so that all were 
forced to augment their production 
forces and go into the market for 
materials. The sum of the list prices 
of the products would have been 
$53.25, but Consolidated Edison sold 
the package for $24.50, and further 
simplified the sale by offering terms 
of $2 down and $2 a month. Dur- 
ing the four months the public went 
for the offer to the tune of 238,000 
packages. Dealers cooperating added 
men to their sales and service or- 


ganizations and profited to the ex- 
tent of $797,000 on deals, making 
$20,000 net. Employes received 
bonuses of $125,000 during the sale, 
and the customary ratio of 12 to 1 
which prevails between company 
and dealer sales was cut to 1.2 to 
1 as retailers’ enthusiasm ran high. 

Since sales were confined to cus- 
tomers of Consolidated Edison, the 
company had to reject 3,500 orders. 
Volume held up well during the 
four months and even showed a 
tendency to increase, although all 
orders received after the allotted 
date, Dec. 31, were refused. Dealers 
invested heavily in advertising, and 
volume was so large that Consoli- 
dated Edison had to spend $27,000 
for outside trucking. 

Mr. Jeffe said that more electrical 
appliances were sold in New York 
during these four months than in 
any comparable period in the his- 
tory of the business. Check-ups 
after the sale showed that buyers 
were using 19.7 per cent more cur- 
rent than formerly, while in spite of 
the huge amount of merchandise 
put into use, sales of all other ap- 
pliances held up. For instance, 
30,000 vacuum cleaners were moved, 
to constitute an all-time high. 

Mr. Doerr, the utility expert from 
the other side of the continent, said 


esty, impartiality, and sincerity 


of purpose.” 


We suppose it’s a little immod- 
est for us to quote those state- 
ments. But we think it’s okay 
to say that .we certainly TRY 
to make them true, every day 
of the year. Because we figure 
that’s the best way to guard 
and hence, 


your best interests 


our own, 
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FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Station Representatives 


CHICAGO 
180 N. Michigan 
Vranklin 6373 


NEW YORK 
217 Park Ave. 
Piagsa 5-4131 


DETROIT SAN FRANCISCO 
New Center Bldg. One Eleven Sutter 
Trinity 22-8444 Sutter 4353 


LOS ANGELES 
Cc. of C. Bldg. 
Richmond 6184 


ATLANTA 
617 Walton Bldg. 
Jackson 1678 


CHEERFUL APPROACH 
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You've hit 
your inner stride = - 


....when you regain 
healthy peri-stal-sis 


Sais hadivas tae Eno alkalizes, too 


setike ’ 


How fluid action aids ed ond 
Be ou 


J. C. Eno has shifted its copy approach 
to show these happy individuals in its 
spring campaign. 


that the industry needs more facts 
about the relation of business to 
employes and to the public. Pre- 
senting statistics showing how little 
electricity costs in relation to many 
other daily necessities, he asserted 
that “utilities can bestow adequacy 
on the humblest citizen.” In the 
sale of many of these appliances 
public good will is a by-product 
which weighs heavily, though not 
apparent on the balance sheet. 


Sees New Market 


As one striking example of the 
significant story the industry has 
permitted to remain untold, Mr. 
Doerr said that it would require 
seven tons of candles to provide the 
light which is sold to the average 
family for $10 a year. The 1,400 
hours of enjoyment which the same 
family derives from its radio is 
made possible by the $4.48 worth 
of electricity required to operate the 
instrument. Electricity again is the 
patron saint of the housewife by 
providing enough power to wash a 
ton of clothes a year for only $1.17. 
The operating cost of many smaller 
appliances is too infinitesimal to be 
measured. 

These facts, he said, must be im- 
pressed on the public, and their at- 
titude checked and_ re-checked 
through surveys. In this connec- 
tion, Mr. Doerr said that his com- 
pany conducts an appliance inven- 
tory almost constantly through its 
salesmen, together with reports on 
operating cost. Electricity, he said 
in conclusion, is more than any 
other force, responsible for turning 
a house into a home. 


Kelly Joins Duffy 


Edward G. Kelly, formerly with 
J. Walter Thompson Company, New 
York, and Gravure Service Cor- 
poration, New York, has joined the 
sales department of John J. Duffy 
Studios, New York, advertising 
photographer. 


Robertson to Acweltone 


J. A. Robertson, formerly adver- 
tising manager of Doughnut Corpo- 
ration of America, has joined 
Acweltone Corporation, New York, 
lithographer, as vice-president in 
charge of the advertising agency di- 
vision. 


Sterling Adds Daum 


Rhoda Daum, formerly with Mor- 
ton Freund, New York, advertis- 
ing, has joined the copy and pub- 
licity division of Sterling Advertis- 
ing Service, New York. 


Wan Faces Barred 
in Happier Tempo 
Copy for Eno 


New York, March 23.—Hailed as 
an entirely new approach to laxa- 
tive advertising, copy for J. C. Eno 
(U. S.) Ltd., will henceforth por- 
tray healthy men 
and women 
swinging along 
and “hitting their 
stride,” instead of 
the wan, haggard 
individuals who 
have formerly 
been given star 
roles in much 
laxative copy. 

Eno’s change 
in technique was 
explained by its 
president, Col. A. 
N. S. Strode- 
Jackson who said, “Feeling that the 
American public is tired of symp- 
tom copy, furrowed brows and ‘de- 
pression’ faces, we are launching a 
campaign for Eno which may set 
the tempo for an entirely new ap- 
proach to laxative advertising.” 

Other company spokesmen as- 
serted that recent surveys have 
given evidence of some skepticism 
on the part of the public toward 
laxative advertising. Strong claims, 
it was said, have been shown to be 
weak in winning public confidence. 

In new copy, pictures of “head 
holding” individuals will be aban- 
doned in favor of more healthy ap- 
pearing persons. These men and 
women will be portrayed swinging 
along at a brisk gait, “hitting their 
stride.” This phrase ties in with 
Eno’s new theme, “You’ve hit your 
inner stride when you _ regain 
healthy peristalsis.” 

“Peristalsis,” it was pointed out, 
is a common medical word, although 
rarely used in advertising copy. Eno 
copy is expected to gain authority 
through use of correct terminology. 
Copy will also be conservative in 
setting forth what Eno will do. It 
will assert that Eno will “help clear 
the way for healthy peristalsis,” but 
will not claim that Eno will restore 
regularity. Eno’s alkaline effect will 
be given a secondary stress in copy. 

Newspapers and magazines are on 
the Eno schedule, with small space 
and frequent repetition of inser- 
tions planned. William Douglas 
McAdams is in charge of the com- 
pany’s advertising. 


A. Strode-Jackson 


Gray Appointed 

Esting, Evans and Egmore, Inc., 
Philadelphia cabinet maker, has ap- 
pointed Jerome B. Gray & Co., as 
its agency for a regional newspaper 
campaign. 


Gillette Elected to ANA 


Gillette Safety Razor Company, 
Boston, has been elected to mem- 
bership in the association of Na- 
tional Advertisers. A. Craig Smith 
will represent the company. 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


tisement.) 
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Copy can go a long way toward selling 
products. But there are occasions when a 


picture can open a pocket faster than 


could any number of words. This is par- 


ticularly true in the case of those luxury 
items with which women adorn themselves 
and their dressing tables. 

Hence, to any advertiser faced with 
the problem of finding a medium which 
will enable him to picture his products in 
the most attractive of ways, the experi- 
ence of Bourjois, Inc., given on the next 


page, should be of exceptional interest. 
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| Let the microscope prove it to you 


Photomicrographs made with the 
assistance of Dr. Clorence ®. Harris, 
Consulting Chemist of New York City 
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One of the largest sei!- 
ing foce powders Powder with Skin Affinity 
Note comporatively Particles exceedingly 
large porticies, un- small; more uniform in Comple 
even insizeondshepe. size, smoother in shape. 
th 
Never before in one face 
powder...this combination RY | 
of beauty advantages "I've 
1, Exquisitely smooth, translucent. face pe 
2. Looks superbly natural. ; 
3. Refines, softens features. here’s 
4. Covers the skin better. give yq 
5. Maintains loveliness longer. Leide @ 
6. Beautifies BOTH dry and oily skins. © 
7. Clearest, most flattering shades. der te 
a KEYED SCENTS-— Evening in Paris name 
—_— Perfume, the" fragrance of romance” ; 
scents all the exquisite Evening in this 
Paris preparations. Use it with your Pow 
‘. other Evening in Paris preparations 
to avoid “clashing odeurs’’. Evening causé 
in Paris Perfume, 55c to $10. 
you 
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A typical Bourjois rotogravure 
advertisement 


!»~ Established 1872 + Neenah, Wisconsin 
CHICAGO 


LOS ANGELES 
510 West Sixth Street 


_ - NEW YORK 
AS 122 East 42nd Street 8 South Michigan Avenue 
PARIS 
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re H, Chambers 
dvertising Manager 
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‘ES | Kimberly-ciar, Corporation 
8 South Michigan Ave,, 
Chicago, es Oe 
Gentlemen: 
We have been USing Potogravure both for our Christmas 
advertising 4nd that during the Other S€asons of the 
year, for many years, 
In Promoting Sale of Perfumes and girt Sets, Proper re. 
Production is, of Course, One of the first €Ssentials, 
A Slowing 4Scription is of little Value ir the 
Packages and the Sets are not Pictureg as beautifully 
as Mechanica) Peproduction Can make them, 
Of Course, we think that Our girt Sets are Particularly 
attractive, and naturally We seek a Process that will 
reproduce and Charm, as @ccurately and naturally as 
; Possible, 
ye he : a Oh : We have found Potogravure Of the &reatest Value to 
| mS Ay * US, and with the Constant Perfecting Of the Process, 
nts Oiing an Pe Particularly i, Color, it becomes each year of 
Ps Seater Value to us, 
Very Sincerely, 
ee BOURJOIS, Ino 
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Steady Cultivation 
of Customers 


Boosts Buick Sales 


Hufstader Tells of Plans 
That Click for Big Ad- 


vertiser 


New York, March 21.—Merchan- 
dising methods by which Buick has 
climbed from a depression decline 
of 80 per cent in 
sales volume to 
fourth place in 
the industry 
within six years 
were outlined 
here today to the 
Sales Executives 
Club by W. F. 
Hufstader, vice- 
president and 
general sales 
manager of the 
Buick division of 
General Motors w, F. Hufstader 
Corporation. 

Among the problems which faced 
Buick as a result of the slump were 
a price readjustment, the rebuild- 
ing of a strong dealer organization, 
and lifting advertising out of a rut, 
he said. With these aims recognized 
and achieved, Buick has been able 
to make a strong comeback. 

Mr. Hufstader paid tribute to Ar- 
thur Kudner, Inc., the Buick agency, 
and declared that an extremely in- 
timate relationship exists between 
client and agency. He pointed out 
that Buick has a director of mer- 
chandising instead of an advertising 
manager. 


Consumer Contact Maintained 


Among the sales promotion tech- 
niques which the speaker said have 
been instrumental in Buick’s suc- 
cess is consistent use of direct mail 
advertising, addressed both to deal- 
ers and consumers. Spearhead of 
mail efforts to car owners is “Buick 
Magazine,” a monthly publication 
sent to 600,000 motorists. This is 
regarded as an important indirect 
selling medium. 

Since last October, Mr. Hufstader 
estimated, Buick has mailed seven 
or eight million postcards to car 
owners, signed by local dealers. 
These cards picture a new model 
and carry a few lines of selling 
copy. Penny postcards without a 
picture have also proved effective, 
he said. 

Buick places considerable empha- 
sis on its announcement of new 
models, in the belief that much of 
the value of this promotion carries 
over for the whole selling year. 
New models are unveiled to dealers 
with as much ingenuity and show- 
manship as possible so as to make 
the selling story stick. 


Intensive Training Program 


Mr. Hufstader declared that Buick 
believes in teaching its field em- 
ployes all that is possible about each 
new model. One sales representa- 
tive from each district is brought 
to Flint each year to be taught the 
details of the new product, and 
each man then returns home and 
teaches his associates what he has 
learned. 

“It is twice as hard to get a lost 
tomer back as it is to keep him 
ugh proper service,” he said, 
“and that is why service plays such 

an important role in the industry. 

The Buick service organization is 

Part of the sales department, and 

'S considered a prime factor in 
Keeping customers.” 

Mr. Hufstader explained that the 
automobile market is well defined, 
since 90 per cent of the purchasers 
already own cars and 70 per cent 
of those who trade a used for a new 
_ formerly drove a model less 
han three years old. 

The secret of sales success, ac- 
cording to the speaker, is to meas- 
the objective, conceive a plan 
hieve that objective, and see 
that the plan is carried out. 


*ep the program simple,” he ad- 
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Chain Spokesmen 
‘Debunk’ 25 Chief 
Charges of Foes 


New York, March 21.—A formid- 
able defense of chain store opera- 
tion was issued today by the Insti- 
tute of Distribution, in a barrage 
of facts and figures answering 25 of 
the charges most commonly leveled 
at operators of multiple outlets. 

The defense is based on informa- 
tion supplied by five national asso- 
ciations representing 138 chain store 
companies operating 33,000 stores 
with sales of about $3,500,000,000 
annually. The information is certi- 
fied by Peat, Marwick, Mitchell & 
Co., public accountant. 


Deny Common Charges 


Such accusations as “food costs 
more in chain controlled towns,” 
“chains drain capital from local 
communities,” and “they beat down 
the prices of farm products,” are 
subjected to careful scrutiny and 
declared false. 

To the charge “chain stores are 
the products of a few monopolistic 
money masters of Manhattan,” the 
reply is made that only 14 per cent 
of the 50,000,000 shares of chain 
store common stock outstanding is 
held by large organizations such as 
banks and insurance companies. 
Sixty-four per cent is held by “peo- 
ple in all walks of life.” As to the 
New York angle, more than 85 per 
cent of reporting company directors 
are said to live outside the metrop- 
olis. 

The allegation that chains work 
local youth long hours at starvation 
wages is met with the records of 
18 different kinds of chains, indi- 
cating that wages are 13.9 per cent 
higher than those paid by individ- 
ual retailers. 


Salaries Held Modest 


Another sensitive point, the sal- 
aries of chain officials, is challenged 
with evidence showing that of the 
1,576 chain officers and executives 
whose salaries are reported to the 
Institute, none made over $100,000 
in 1937, only seven fell within the 
$74,000 to $100,000 range, and the 
overwhelming majority, 64.4 per 
cent, were paid between $5,000 and 
$10,000. 

“Moral” arguments against chain 
stores, such as the charges that they 
wreck competitors and do not con- 
tribute to local relief, churches and 
charities are swept away with a 
mass of figures. Chain taxes, it is 
shown, are higher than those paid 
by other types of stores. 


“News” Members 
Announce New Posts 


Four members of the Oklahoma 
News advertising staff, which re- 
cently suspended publication, have 
announced new positions. C. F. 
Bowie has been named advertising 
manager of the Dallas Dispatch 
Journal. Joe Commons has gone to 
the Dallas Herald-Times display 
staff. 

Wiley Stuart has joined the local 
display staff of the Fort Worth 
Press, and D. V. Baird has been ap- 
pointed advertising director of the 
All-Church Press, Oklahoma City. 


Tenney Joins Beeson 


Harold F. Tenney has joined the 
copy staff of Sterling Beeson, Inc., 
Toledo. He came from the Sofskin 
Company, Findlay, O., where he 
was advertising manager for a 
year. He was a copywriter for 
United States Advertising Corpora- 
tion, Toledo, for five years. 


To Zinn & Meyer 

Zinn & Meyer, New York, has 
been reappointed to handle the ad- 
vertising of American Spectacle 
Company, New York. Harian Pub- 
lications, New York, publisher of 
travel guides, and County Housing 
Corporation, White Plains, N. Y., 
real estate builder, have also named 
the agency to handle their accounts. 


Duncan to Burnett 


Andrew Duncan, formerly on the 
Western staff of Good Housekeep- 
ing, and previously sales director of 
National Tea Company, will join 
Leo Burnett Company, Chicago, 
April 1, to take charge of food mer- 
chandising. 


“New Yorker” Shifts Two 


Clifford S. Ensinger has been 
transferred from the Western staff 
of The New Yorker to headquarters 
in New York. A. J. Russell, Jr., 
formerly of the New York staff, 
has been appointed to the Western 
staff. Thurlow Brewer, Western 
manager, continues in charge of the 
Chicago office. 


Lasko Strap Names Iola 


Lasko Strap Company, Jersey 
City, manufacturer of leather 
watch attachments, has placed its 
account with B. D. Iola Company, 
New York. 


ps ed eee ae 
y a 


ON THE MOVE 


SPEND MONEY 
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| for the breakdown of most tooth 


Tek Camp aign to | brush bristles, need no longer worry 
Stress New Note in| 7° users, copy points out. No at- 


Tooth Brush Copy 


New Brunswick, N. J., March 23. 
—A novel twist in tooth brush copy 
will mark the introduction of John- 
son & Johnson’s new Tek model, 
which will be supported by the most 
intensive campaign ever put behind 
the product. The drive will get un- 
der way May 1 with color pages in 
Collier’s, Life and The Saturday 
Evening Post. 

Wet brushing, heretofore blamed 


tempt is made by Johnson & John- 
son to make bristles water-repel- 
lent. Instead, the new Tek possesses 
processed bristles which actually 
hold water, an element said to be 
essential in proper teeth cleaning. 

The process which makes this 
feature possible is patented and said 
to be the result of three years of 
experimentation. The new Tek 
brush is described as possessing a 
life six times as long as previous 
models. Ferry-Hanly Company is 
the agency in charge. 
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...they’ll spend more than $36,000,000 
in the Salt Lake Market Area this year 


The great migration has begun. 


Last year those cash registers rang up some $36,000,000. 
This year, with the San Francisco World's Fair stimulating 
travel, the total should be considerably higher. 


Add that to the Salt Lake Market's annual income from 
farming, mining and manufacturing, and the answer is 
more than $637,345,243—most of which will be spent at 
local business houses by the farmers, miners, 
factory workers and others who earn it. 


The Salt Lake Tribune Salt L 


And the ring of cash 
registers is louder and merrier throughout the Salt Lake 
Market Area—in service stations, cafes, auto camps, 
hotels, dude ranches, resorts, stores and what-not. 


ONE | 
UNIFIED 
*BIG CITY 
MARKET | 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


What will they buy with this huge sum? To a large 
extent, they will buy things they read about in The Salt 
Lake Tribune-Telegram—just as they always have. 


With one of the lowest milline rates in the entire pub- 
lishing field, The Tribune-Telegram not only has 94°%/, 
unduplicated home coverage in Salt Lake City, but is 
also one of the first four newspapers in the nation in 
per cent of home coverage of the entire state. 


Those are reasons why this “big city” market offers 
unusual sales opportunity for alert advertisers. 


ake Telegram 
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ADVERTISING AGE 


March 27, 1939 


Goodall Plans 
Indicate $100,000 
Budget Increase 


Palm Beach Suits Cut 
in Price; Cooperative 
Copy Continues 


although insertions in Esquire will 
be retained and an extensive college 
paper drive instituted. A Palm 
Beach suit exhibit in the “Man” 
building at the New York World’s 
Fair and the second annual Goodall 
golf tournament in which the par- 
ticipants wear Palm Beach slacks, 
are also part of the agenda. 


Early Outlook Optimistic 


Goodall’s plans to increase its co- 
operative promotion are based on 
the early interest displayed in 
Southern resorts where the new 
season’s line has been on sale, and 


some advertisements and concen- 
trates on one point in others. A 
typical example of the former is 
headlined: “Hold everything till you 
see the New Palm Beach.” The 
message reads: “Palm Beach super- 
iority in suits that let your body 
breathe. 

“Discoveries ahead in the superb 
fit and drape—the new shoulder lift 
—the clever set of the collar—and 
yet these famous washable suits are 
ounces lighter than ever . . . ounces 
lighter than any smart suit of warm 
weather. Save your money till you 
see our new Palm Beach suits and 


—— 


FOR THE DOG 


STRIP ACT 


es 


Strip Tease a la 
Minsky Features 
Durham Dog Copy 


New York, March 22.—Burlesque 
has gone to the dogs, according to 
some showmen, but Durham Duplex 
Razor Company has reversed that 
statement in current copy for its 
Dog Dresser division by borrowing 
a “strip act” from the Minsky cir- 
cuit for a copy theme. 

Appealing to dog fanciers on be- 
half of its line of cutting imple- 


(Picture on Page 31) by the record breaking demand of you'll save plenty when you see ments, the copy marks a departure 
New York, March 22.—Having| retailers for literature describing them—for this season's price means I ah from conventional canine advertis- 
, : ’ : : »y’e ” eir act to t : : 
successfully withstood the assaults |Palm Beach wear. Consumer book- | ™OM€yY $ most . . . $15.50. of the DUPLEX DOG ing. a Dog Dresser is pro- 
of bad weather and competitive | lets, prepared by the agency and Strive for Variative DRESSER which takes off just moted as a grooming accessory 


price cutting during last year’s cam- 
paign, the Goodall Company will 
increase its cooperative advertising 
for Palm Beach clothes 20 to 30 per 
cent this year. Total expenditure 
for the spring and summer cam- 


sold by Commanday-Roth with the 
dealer’s imprint, are already selling 
41 per cent ahead of last year. 
Four points will be highlighted in 
this year’s advertising: a new low 
price of $15.50, which is $2.25 under 


Goodall tries to avoid duplication 
in its dealer advertising by giving 
each retailer a mat and copy service 
that is different from that supplied 
to other dealers. The peculiarities 


enough. The sternest censor 
would have to admit that they’re 
properly dressed and perfectly 
groomed with DUPLEX acces- 
sories for dog-care. Stripping 
and trimming your dog is easy, 


speedy, and safe with the DU- 


“which takes off just enough. The 
sternest censor would have to admit 
that they’re properly dressed and 
perfectly groomed with Duplex ac- 
cessories for dog-care.” 


April Schedule Announced 


paign is expected to exceed the 1938 | last year’s figure; a variety of new]of the retailer’s locality and the PLEX DRESSER. 

budget of $750,000 by at least $100,- | shades which have found favor this | problems of the market are studied All DUPLEX d / First of a series using the comic 
000, according to Lawrence C. Gum-| winter at Miami Beach; a newj|and the copy slanted accordingly. oleae aan satis tee appeal, the copy will appear in 
binner, the agency in charge. shoulder padding which improves Under the Goodall plan, retailers plements Pocadh +m adapted to April in American Kennel Gazette, 


National advertising, which has 
always been subordinated by Good- 
all in favor of local newspaper space 
purchased jointly with retailers, 
will be slashed even more this year, 


the suit’s appearance and which is 
washable; and a lighter weight Palm 
Beach cloth. 

Copy supplied to dealers features 
all of these new selling points in 


76% FOR WCCO—21% FOR STA.B 


are permitted to spend $1 in co- 
operative advertising for every suit 
they purchase. Of this dollar the 
manufacturer pays 50 cents. Last 
year during a special drive that fol- 


amateur use, 


Durham Duplex Razor Company is using 
this magazine copy to promote its Dog 
Dresser. 


lowed an unusually cold and rainy 


two months, and when unbranded 


merchandise had been cut to a point 
that demoralized the market, Good- 
all assumed 75 per cent of the co- 
operative advertising cost. 

It is now felt by the company 
that retailers appreciated this co- 
operation as well as Goodall’s un- 
wavering policy of price mainte- 
nance, which was reflected in in- 
creased confidence and in advance 
orders for this year. The lower 
price of $15.50, made possible by 
prospects of greatly expanded vol- 
ume, should also help consolidate 
Goodall’s position, company spokes- 
men believe. In fact, Goodall has 
so much confidence in the pulling 
power of the new price that they 
will advertise “‘buy two suits instead 
of one.” 


Premium Plan 
Featured by 
Local Drug Group 


Chicago, March 23. — Service 
Stores, Inc., buying and promotion 
organization for 250 independent 
drug stores in Chicago, has made 
premiums a permanent feature of 
its policy. Eight articles to be used 
for premiums have already been 
made available and the number will 
be constantly expanded until a sat- 
isfactory selection, from the view- 
point of every type of customer, has 


Country Life, Dogdom, Dog News, 
Dog World, Harper’s Bazaar, House 
Beautiful, House & Garden, Popu- 
try, and Vogue. H. W. Fairfax is 
the agency. 


Pacific Coast 
your 


Having difficulty in getting 
your share of Pacific Coast 
sales? If your product goes 
to farmers, here’s a hint — 


try a schedule inthe Grange 


lar Dogs, Scribner’s, Town & Coun- 


‘Problem Child’? 


UW 


j 


: 
| 
7 


‘y been developed. 
ve 7 The innovation is operated as the Farm Group. Covering the 
et inch” plan, so called because the 
Be ‘ , token given with every five cent top farms on the Coast, the 
; ut of a clear Northwestern sky, the other — station is located). The population of ‘Minne- — |purchase is one inch in size. When 
A, diy, a licy plac Fell ah eae lap. We apolis is 496,000’: St. Paul is 286,000. “| the customer has accumulated six Group offers you a com- 
z: aah . | feet or so of evidence of purchase, , 
split it with a delighted agency and client. It. |. yreRE-s THE WAY THEY STACKED UP: j |he may make his choice from the pact, economical method of 
b " | list. ; 
bi all came about when the agency wanted to find WCCO | Station B] Station C } Service Stores will not issue a getting your sales message 
. out which of the two big Minneapolis-St. Paul (mews) | (news) | (orchestra) | |catalog of premiums for the pres- tomore than 83.000‘ upper- 
* stations was dominant. The agency ordered a — iNNEAPOLIS 71% 15% 3% pe ge gg Avery | on in ere si 
use r store display : ? “ } 
coincidental telephone survey Monday night | |them pe 07 Tg 2 sigue bracket’ farmers in this 
cigar SB MCR we 23% 30, considerable prominence in 
sie January Oth, when both stations broadcast . the newspaper advertising which is territory. 
‘ i r 7 ; Ra SS Re Saki Weighted Audience ; ja feature of the organization’s op- 
is news at the samie time. ‘15 to 10:30 p.m. presents tee Yelle 76% 21% 3% } |erations. Ask about the 
oe They found: stations = 100% ) | an ragg Group's "Tangible 
= 41% OF ALL RADIOS WERE IN USE Name of agency and further details, including other | — a wanterna ~ sy aaa 
‘ Jinternitz and Cairns, New York, Se 
= WCCO LED ITS NEAREST COMPETITOR studies made in Northwestern towns and rural com- has been named by Aridye Corpo- 
ik munities where the practically same percentage of ration, New York, to handle trade ; 
< by 4.7 to Lin Minneapolis (home of WCCO), sets were tuned in and the percentage listening to ' eager of laundry-tested colors; , 
all 3 ; ; ee ‘ : 29y Southeastern Cottons, Inc., New 
anon by 2 to 1 in St. Paul (where the | mpeting WCCO was even greater, will be sent on request. | York, to handle institutional adver- ange arm ou 
tising; and by Deering Milliken & 
Co., ge — to handle advertis- WL Ee Pere ONS. SAN VERNCISE 
ing for Sylvan sheets. C 
WCCO + 50,000 WATTS + CBS » MINNEAPOLIS-ST. PAUL 2 CALIFORNIA GRANGE NEWS 
| : _ |Stefan Joins Stringer ‘IDAHO GRANGER ~ 
a Owned and operated by Columbia Broadcasting System. Represented by Rapio SaLes: New York, Edward J. Stefan has joined the OREGON GRANGE BU : 
sage | . “* e | Milwaukee office of Don H. Stringe 
Chicago, Detroit, St. Louis, Cincinnati, Milwaukee, Charlotte, N. C., Los Angeles, San Francisco and Associates oint-of-s: | a 
g . point-of-sale and 
window display advertising. Mr. WASHINGTON GRANGE NEWS 
Stefan will serve as sales counsel. 
“ Seererete REPRESENTATIVES : 
Oregonian” to Block f. we. anorre mew aco 
| The Oregonian, Portland, has ap- DUNCAN A. SCOTT: PACIFIC COAST 
| pointed Paul Block & Associates as 


| national advertising representative. 
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DOES IT GO FROM HERE? 


a 


® Out of 2,107 daily newspapers in the country, only 


. 


seventy-four are able to have in their plants news 
pictures via Wirephoto minutes after they are snapped 


in any part of the nation. Only two of these seventy- TWO OF THE 2% WIREPHOTO PIONEERS, The Oklahoman and 
Times are still the only Oklahoma newspapers to bring their 


readers this fast, dependable pictorial coverage of the day's news. 


four have statewide delivery systems geared to match 
Wirephoto’s lightning-like speed. Those two are Okla- 


homa City’s Oklahoman and Times. Mistletoe Express, 2,250,000 ACCIDENT-FREE MILES during the first 8 months of the 


National Safety Council's year-long contest on March ist placed 


an Oklahoma Publishing Company-owned and -operated Mistletoe Express far in the lead over 1070 other U.S. fleets 


statewide express service solved the problem. Seventy- 
six Mistletoe trucks pile up 11,000 miles over Oklahoma 


highways daily to get the job done . . . but Oklahomans T in E DA I LY Oo K L A HOM A N 


get their morning Oklahoman with their breakfast coffee 

each morning and their evening Times with their after- Oo K L A ie O M A Cc I 7 Y T I M E S 

dinner coffee each evening every day in the year. 

Mistletoe Express has a remarkable eight-year record to 

answer the question of any advertiser or any subscriber | THE OKLAHOMA PUBLISHING CO. @ THE FARMER.STOCKMAN @ MISTLETOE EXPRESS @ WEY, OKLAHOMA CITY 


asking, “How fast does it go from your pressroom?” KVOR, COLORADO SPRINGS @ KLZ, DENVER (Aiilicted Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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Social Responsibilities of 
Big Business 


Gen. Robert E. Wood, chairman 
of the board of Sears, Roebuck & 
Co., heads one of the largest busi- 
ness enterprises in the country. At 
the same time, he represents the 
liberal point of view in business 
management, a point of view em- 
phasized by his appointment as an 
assistant to Secretary of Commerce 
Hopkins to aid him in the adminis- 
tration’s current efforts to work with 
business in stimulating recovery. 

While Gen. Wood undoubtedly 
appreciates the economic services 
performed by large corporations 
like Sears in raising the general 
standard of living by reducing the 
costs of things which people must 
buy, he is likewise refreshingly 
frank in conceding the weaknesses 
of big business from a social stand- 
point. 

“There is one argument against 
large corporations,” he said re- 
cently, “which I feel is too often 
neglected—their failure to observe 
their social responsibilities. 

“The impersonal large national 
corporation, with branch factories, 
branch offices and stores scattered 
all over the nation, must do its part 
as a citizen, and must contribute 
its share in the upbuilding of each 
community in which it is located, 
as well as any individual citizen of 


that particular community. 

“This company several years ago 
adopted a policy of decentraliza- 
tion, and has given its mail-order 
plant managers and store managers 
a full measure of local authority. 
It has encouraged them to become 
outstanding citizens of the com- 
munities in which they work.” 

When the agitation in favor of 
restrictive legislation against chain 
stores, now fortunately subsiding, 
was at its height, ADVERTISING AGE 
pointed out that the most vulner- 
able point of the big national chains 
has been their failure to contribute 
properly to the communities in 
which they operate. Certain na- 
tional chains are notorious for their 
failure to cooperate in civic and 
other community affairs. This atti- 
tude of aloofness toward local en- 
terprises cannot be condoned, in 
spite of the contributions which the 
company may make by providing 
merchandise at lower prices. 

Not only the chains but other 
large national organizations have 
the problem referred to by Gen. 
Wood. In order to meet their social 
responsibilities properly, they must 
first of all be good citizens of the 
communities in which they are rep- 
resented with manufacturing or dis- 
tributing organizations. 


Get the Retailer's Angle 


Almost every day somebody de- 
velops a gadget designed to influ- 
ence the customer in the dealer’s 
store to purchase the product of the 
manufacturer. In most cases the 
main idea is to ballyhoo the manu- 
facturer’s product, and to persuade 
the customer to demand it in pref- 
erence to all others which may be 
represented in the dealer’s stock. 

Along with this situation is a gen- 
eral feeling of exasperation on the 
part of many national advertisers 
because of alleged failure on the 
part of retail merchants to “coop- 
erate” properly in pushing adver- 
tised brands. The average manufac- 
turer can’t understand why the 
merchant should not get behind his 
product and see that it is given an 
enthusiastic introduction. 

All of this effort suggests a fail- 
ure to realize that the retailer's pri- 
mary interest is in himself, his own 
If he can 
make more money handling a man- 
ufacturer’s line than 
some other, he will take advantage 
of the opportunity to do so. But 


store and his own profit. 


advertised 


some advertised lines may not be 
properly priced from the dealer's 
standpoint, or the advertising 
claimed for them may be inadequate 
or ineffective as far as a particular 
dealer is concerned. Hence he is 
not likely to develop any great 
evangelical zeal in promoting them 
to his customers. 

It all boils down to the answer to 
the question which is in the mind 
of every retailer asked to cooperate 
with a manufacturer: “What’s in it 
for me?” This is a perfectly fair, 
human question—but some adver- 
fail to offer any satisfac- 
tory answer. Their feeling is that 
the should provide, as a 
matter of course, the sales machin- 
ery for their products, and even help 
to promote them in a great variety 
of ways which may involve trouble, 
expense or displacement of prod- 
ucts preferred because of profit pos- 
sibilities. 


tisers 


retailer 


Get on the retailer's side of the 


counter and you may be able to 
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THERE'S A METHOD IN HIS MADNESS 
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Lightly Institutional 

The Sixth Avenue El in New 
York has finally found a friend, al- 
beit one of very dubious loyalty. 
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Wreckers Raze El at Herald Square! 


“Macy 3 


THE wEW SQUARE! 


Macy’s rushed to bat with this not- 
too-sorrowful goodbye last week, 
heralding the emergence of Herald 
Square into the sunshine, and inci- 
dentally gathering up a little pleas- 
ant goodwill for Macy’s. 


Those Annual Reports 


Humanized annual corporation 
reports are coming along so thick 
and fast these days that the old 
style, cold compilation of compli- 
cated figures seems destined to per- 
manent obscurity. Good looking re- 
ports, with pictures and stories as 
well as figures in them, are so com- 
mon these days that they're no 
longer very exciting. 

Occasionally, though, we still get 
a thrill out of such a report, and 
such a thrill came with the release 
last week of General Foods’ 1938 
figures. Here’s an attractive 32-page 
booklet, printed in four colors and 
gold, and not a single sign of a table 
of figures appears until page 19. 
Even then, it’s not a complicated 
table, but a simple, half-page com- 
pilation of earnings and dividend 
payments for the 17 years of the 
company’s operation. The first real 
figure work—a consolidated balarice 
sheet—appears on pages 24 and 25, 
and statements of profit and loss and 


earned surplus are on pages 26 and 
| 27—and that’s all the tables there 
| are. 

The front of the book has plenty 
of statistics in it, but no tables. Ad- 
|dressed to “the friends of General 


develop a plan of cooperation which | Foods,” it is an interestingly writ- 


cooperates—both ways 


| ten and remarkably well illustrated 


Mill Supplies 


"| hired him to sell our new line of rope, Boss.” 


Ad-libbing 


story of the company’s operation, 
organization and management, with 
much stress on employe and con- 
sumer relations, sanitation, research, 
etc. 

And while we're on the subject, 
we might as well tell you about the 
Monsanto Chemical Company report 
which came in the same day. This 
report is much more “businesslike” 
—that is, it has a lot more tabula- 
tions and statistical tables, but it is 
interesting to advertising men be- 
cause it is bound in a new blue 
spiral binding made of Monsanto 
cellulose acetate plastic instead of 
the usual spiral wire. The release 
accompanying the report says the 
product’s most notable features are 
an unlimited color range in opaque, 
translucent or clear effects, and high 
strength combined with flexibility. 


Report to Workers 

All of this annual report discus- 
sion leads naturally into the subject 
of Johns-Manville’s “annual report 
to jobholders,” which is a thing of 
beauty and a joy forever, as our 
sixth grade English teacher used to 
declaim. 

This report takes the figures used 
in the annual report to stockholders 
and turns them into living, breath- 
ing things that stock clerks and fac- 
tory hands can understand and ap- 
preciate. The “J-M dollar,” who 
wears a nightcap and a beard, and 
looks like one of the seven dwarfs, 
does the job. First, he’s shown nav- 
igating the ups and downs of the 
1937-38 sales curve, then he goes 
through a series of slimming down 
exercises due to paying for raw ma- 
terials, heat, light and power, ad- 
vertising, machinery and equipment 
replacements, freight charges, taxes, 
etc., which finally leave him look- 
ing like only 35 cents. From this, 
32 cents went for salaries and 
wages, 2 cents to stockholders, and 
1 cent for additional plant facili- 
ties, to provide more working cap- 
ital, etc. 

The report winds up with a frank 
discussion of the need for reducing 
working hours and working force 
during 1938 due to bad business, 
the usual balance sheet with its 
headings, “We Owned,” and “We 
Owed and Were Worth,” a page on 
“What Decides Our Earnings,” and 
another one on interesting operat- 
ing facts for the year. 


Jottings 


A Chicago department store is ad- 
vertising treatments on its special 
vacuum “ankle slimmer” device. It 
performs miracles, so the copy says, 
at $3.50 a treatment, or $30 for 13... 

A well known writer of letters 
and “creator of cordial contacts” 
sends us one of his own sales let- 
ters, in which he misspells the past 
tense of the verb “lead” four times 
running 


Information 
| for 
Advertisers 


Nee TT 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1475. 
tory. 


Two sections, with grocery and 
drug products in one, and automo- 
tive products and electric appliances 
in the other, comprise this study 
sponsored and released by the 
Memphis Commercial Appeal, the 
Press-Scimitar and Scripps-Howard 
Newspapers. The study, which sup- 
plements the 16-city Home Inven- 
tory issued last year by Scripps- 
Howard, shows brand preferences 
and other buying factors for prod- 
ucts in the various fields. 


Memphis Home Inven- 


No. 1476. 1939 Grocery Route List 
for Minneapolis. 


The Minneapolis Star has issued 
this pocket-size book containing a 
list of names, addresses, buyers, 
buying hours and number of units 
of grocery chains, wholesalers, in- 
dependents, cooperatives, volunta- 
ries and wagon jobbers operating in 
Minneapolis. The listing of retail 
stores is made up in 106 routes in 
loose leaf form for convenience in 
making calls. 


No. 1477. Standard Market 
for Dallas, Texas. 

This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole* 
sale and retail trade outlets, with 
maps of the Dallas retail trade area. 
Facts about the paper’s editorial 
set-up, merchandising service, cir- 
culation, linage and other details 
are included. 


Data 


No. 1472. 
Limit. 
Conde Nast Publications, Inc., has 
issued this summary of results of a 
travel survey among Vogue and 
House & Garden subscribers. Ques- 
tionnaires, which went to 6,000 sub- 
scribers in 29 cities not adjacent to 
New York, indicate that 65 per cent 
of Vogue’s readers and 62 per cent 
of House & Garden’s readers intend 
to visit the New York World’s Fair. 


Beyond the 500-Mile 


No. 1473. Coverage of Major Mar- 
kets. 

Redbook has issued this compila- 
tion of the circulation of two weekly 
magazines, two newspaper supple- 
ments and the combined circulation 
of Redbook, Cosmopolitan and 
American. Figures are presented 
on a state-by-state basis for all 
communities of more than 10,000, 
arranged by population’ groups. 
Totals are given for all communi- 
ties over 10,000, for communities 
under 10,000, and for the entire 
state. 


No. 1469. This Matter of Catalogs 
in Industrial Marketing. 


This 16-page booklet, issued by 
Sweet’s Catalog Service, sum- 
marizes specific information on the 
subject of industrial catalogs, re- 
ceived from 3,310 important engi- 
neers and industrial buyers. The 
data includes the place of the cata- 
log in buying procedure, kinds of 
catalogs industrial buyers find most 
useful, and practice regarding main- 
tenance and use of catalogs. 


No. 1471. 
tion. 
The Toronto Daily Star has issued 
this brochure, which gives a com- 
|plete analysis of distribution, linked 
with market data, showing coverag 
in important buying centers and 
smaller towns and villages. The 
study includes a circulation com- 
parison of Toronto dailies, and a 
table of total display advertisins 
|from 1904 to the year ending Sept 
| 30, 1938. 


Distribution of Circula- 
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PAUL BUNYAN 
OUGHT TO WRITE 
THIS 


It’s Paul Bunyan’s style, this great agricultural 
wedding. Paul might wrench up a tall tree by 
its roots, clean off its branches with one swipe 
of his huge hand and dip the crude pen into 
some murky north-country swamp. Only rural 
America’s patron saint, scrawling thus across 

AN some sprawling slope of prairie land, could do 
eS justice to the wedding of ‘‘Farm Journal and 
Farmer's Wife’’. 


The greatest rural publication of all time has 
come into existence. Spanning and serving a 
continent, it speaks the spirit and language 
of millions of men and millions of women in 
every fertile spot. 


**Farm Journal and Farmer’s Wife”’ is the first 
publication to offer rural families to advertisers 
in the same huge blocks, and therefore at the 
same low cost, as mass, urban circulations. 


It is the top American magazine in paid 
annual subscriptions. It is among the first 
seven in total circulation. 


> Wai And as Paul Bunyan would know well, it 

a ie | ‘\\ speaks to both sides of that great partnership, 

My \ \ the farm family. For ‘‘Farm Journal and Farm- 

Kit , ees er’s Wife” is a union of two fine and respected 

— tl = magazines. It is two publications in one—two 

covers and two contents—with the tremendous 
following of both. 


ond ‘. 
a \ if e 
Graham Patterson, Publisher 


WASHINGTON SQUARE, PHILADELPHIA 
AMERICA’S LARGEST MAIL-DELIVERED CIRCULATION 
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Kroehler Survey 
Stresses Need for 
Brand Promotion 


Consumers’ Knowledge 
of Furniture Makers 
Found Wanting 


Chicago, March 21.—Indicative of 
the need for more brand advertising 
in the furniture field is a survey 
recently completed by Kroehler 
Mfg. Company which shows 66.2 
per cent of those questioned to be 
ignorant of the brand of furniture 
they own. 

The study, covering a multitude 
of buying factors and consumer 
preferences in this field, will be the 
basis for the spring drive announced 
by Kroehler last week in ApvERTIS- 
ING AGE. 

Kroehler’s dividend from the ad- 
vertising it has used consistently in 
past years is shown in the same sec- 
tion of the survey revealing furni- 


ture brand “ignorance.” Of the 
1,743 consumers queried, 10.1 per 
wet ne eae eae 


™ ACCOMPLISHMENT 


Public education never had a more devout champion 
Ag that initiated the necessary California State legislation for 
In fact, every project and policy responsible for Southern 


a California’s growth and welfare during the past 35 years 


a originated with, or was strenuously championed by, the 


paper that get 


LOS ANGELES EXAMINER 


HEARST INTERNATIONAL ADVERTISING SERVICE 


Ro 


le Pa Vo. 9 of a Series. 


cent owned Kroehler furniture, a 
larger percentage by far than that 
accorded any other brand. In addi- 
tion, 69.8 per cent said they would 
accept Kroehler furniture if they 
were buying. 


Copy Value Shown 


And, while a large number of the 
consumers didn’t know what brand 
they owned, 61.6 per cent said they 
were familiar with the Kroehler 
line, or at least acquainted with the 
brand name. 

Other points covered in the sur- 
vey showed 80.2 per cent interested 
in how living room furniture is built, 
with 70.5 per cent preferring adver- 
tisements giving complete data on 
style, price, covering and construc- 
tion. With construction ranked 
first, other buying factors as judged 
by these consumers were covering 
materials, style and price in the or- 
der named. 

One of the housewife’s chief prob- 
lems in purchasing living room fur- 
niture is the question of relating it 
in style and color to other furnish- 
ings. Complete living room displays 
in furniture and department stores 
were desired by 89.3 per cent. Along 
this same trend was the desire of 


85.3 per cent to see furniture ad- 
rather 


vertisements in color, than 


black and white. 


than the Los Angeles Examiner. It was the Examiner 


ES a bond-issue for earthquake-proof schools, and then con- 


tributed largely to the successful campaign for its passage. 


s things done, the... 


Represented Nationally by 


dney E. Boone, General Manager 


ADVERTISING AGE 


An average taken from 1,693 con- 
sumers showed 65.7 per cent who 
bought through furniture stores; 
25.9 per cent buying at department 
stores and 8.4 per cent buying at 
both. Breaking this down by age 
classifications, however, shows that 
as the purchaser becomes older he 
is more likely to make his furni- 
ture purchases at department stores. 
Among those under 30, 68.1 per cent 
purchased at furniture stores; while 
among those over 45, this percentage 
dropped to 59.9. 


Six Magazines on List 


Attention to many of the con- 
sumer preferences expressed in this 
survey is shown in Kroehler’s spring 
campaign. A full color page in the 
current issue of Life will be the 
forerunner of similar color pages in 
American Home, Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal and Woman’s 
Home Companion. 

Use of color will lend emphasis 
to the underlying theme of color 
harmony. To this same purpose, 
each advertisement will be illus- 
trated in such a manner that the 
background will simulate wallpa- 
per, a technique designed to stress 
the decorative value of Kroehler 
furniture in interior groupings. 

A supplementary campaign is also 


COPY EMPHASIZES 


RROE 


planned for dealers’ use. This in- 
cludes a variety of window display, 
point-of-sale material and newspa- 
per mats. All of these have been 
designed to capitalize upon the mag- 
azine copy. The current program 
involves a consistent schedule run- 
ning through June. 

Lawrence Keller is the Kroehler 
advertising manager. The account 
is handled by Henri, Hurst & Mc- 
Donald. This agency was also in 
charge of the survey. 


Upstate New York 
Acts to Offset 
Pennsylvania Copy 


Albany, N. Y., March 23.—Upstate 
New York’s battle for some of the 
World’s Fair tourist traffic has 


found expression here in a new bill, 
| sponsored by Assemblyman Russell 
| Wright, calling for an appropriation 
| of $200,000 to draw visitors through 
the northern part of the state. Civic 
organizations backing the proposal 
declared that lack of special promo- 
tion on behalf of this district has 


(ADVERTISING AGE, Feb. 20). 

The state publicity bureau's orig- 
inal request for $250,000 for 
year was whittled down to $150,000 
by Governor Lehman. As a result 
the bureau was forced to curtail its 


routes to the fair. 


Celotex Buys into 
Certain-teed, Gypsum 


In furtherance of plans to develop 
a full line of building materials, 
Celotex Corporation, Chicago, has 
increased its stock holding in Cer- 
tain-teed Products Corporation, New 
York, and exchanged stock 
American Gypsum Company, 
Clinton, O. 

Celotex has bought 43,300 shares 
of outstanding stock in Certain- 
teed, giving it 24 per cent of the 
common, in addition to 9,496 shares 
of preferred. Celotex will exchange 
12,565 shares of common stock for 
all outstanding minority interests in 
American Gypsum Company. In ad- 
dition, Celotex will expand its 
working capital by sale of 100,000 
common shares. 


Port 


Leonardi Joins Peck 

Marguerite Leonardi, formerly of 
Chester H. McCall Company, New 
York, has joined Peck Advertising 
Agency, New York, as an account 
executive. 
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WORLD'S LARGEST FURMITURE MANMUFACTY 


This magazine color copy of Kroehler Mfg. Company emphasizes the theme of 
color harmony in a room. 


Levy with Seidel 

Harold Levy, formerly with The 
Washington Post, has joined Seidel 
Advertising Agency, Washington, 
D. C., as chief account executive. 


Myers Expands 

Willard G. Myers Advertising 
Agency, New York, has moved to 
larger quarters in the RCA blidg. 
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ITINERAN 
DISPLAYS 


“left it out in the cold,’ due mainly | 
| to Pennsylvania’s aggressive adver- | 
| tising campaign to the tourist trade | 


the | 


program for advertising New York | 


with | 


FOR INTERWOVEN—Gion! carved 
birds with flox finish 


Overall size 6 x 10 feet 


Yes . +. Mote than 
“ordinary display” 


WLS itinerant Displays are skill- 
fully designed and produced to 
| include not only “good looks" but 
“PULL” In terms of a powerful 
magnet and “PUSH" in terms of 
getting sales by being convincing. 
They are dramatic attractions — 
color —illumination — animation — 
showmanship for windows or 
departments from which both re- 
tailers and manufacturers benefit. 


| We are pleased to discuss with you 


without obligation the manner in which 
we can assist with your display mer- 
chandising. WRITE TODAY. 


m W. L. STENSGAARD 
& ASSOCIATES, INC. 
346 N. JUSTINE AVE. # CHICAGO, Itt 
i = New York Office: R.C. A. Bidg- 


Rockefeller Center 
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Claims Television 
Unit Can Be 
Hooked to Radios 


New York, March 23.—The gen- 
eral belief that the advent of tele- 
vision will mean the mass scrapping 
of existing radio sets was discounted 
here this week when Wald Radio & 
Television Laboratories, Inc., re- 
vealed the development of a new 
picture signal receiver. The device 
can readily be attached to an ordi- 
nary radio set, converting it into an 
inexpensive television outfit. 

The company plans to manufac- 
ture and distribute its new receiver, 
which was developed by George 


Wald, president of the firm, as well | - 


as other equipment covered by pat- 
ents recently secured. 


Band Problem Overcome 


One of the most important of the 
recent developments Wald claims is 
a new method of television trans- 
mission which enables television 
signals to be sent on regular broad- 
cast bands. Reception now is lim- 
ited to the five meter band where 
only two television programs may 
be sent out in a given area. Wald 
claims that its patent permits trans- 
mission of as many television pro- 
grams as radio broadcasts. 

Another difficulty Wald claims to 
have overcome is the necessity for 
relay stations every 25 or 50 miles 
from the point of broadcast origin. 
Wald claims its method will make 
it possible to send signals hundreds 
of miles without the use of expens- 
ive “booster” stations. 


Tarcher Starts with 
Six Accounts 


J. D. Tarecher & Co., New York, 
formed last week when Stanley A. 
Brown and several other executives 
of Brown & Tarcher withdrew to 
form Brown & Thomas, New York, 
will handle the following accounts: 
3enrus Watch Company; Coty Inc.; 
Pequot Mills; Seeman _ Brothers, 
Ine.; Smith Brothers, Inc.; and Aus- 
tin Nichols & Co., for Vichy Celes- 
tins. 

Brown & Thomas will add the fol- 
lowing accounts to those previously 
handled by Husband & Thomas: 
Aeolian Company; Schenley Import 
Corporation; Manhattan Shirt Com- 
pany; Keen Dry Shaver, Inc.; and 
Spencer Taylor Inc., hotel group. 


Joins “Business Week” 


Allen Rood, vice-president of 
Fuller & Smith & Ross, Cleveland, 
has resigned, effective April 1, to 
join Business Week, where he will 
be in charge of sales promotion. 


New Post for Prout 


William W. Prout, formerly of 
Benton & Bowles, New York, has 
joined Dillingham, Livermore and 
Durham, New York, as media di- 
rector. 


Toepfer Changes 


Carl A. Toepfer, for the past 14 
years with Cramer-Krasselt Com- 
pany, has been named director of 
media and publicity for Rickerd, 
Mulberger & Hicks, Milwaukee. 
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New Post for Stern 


Stanley J. Stern has been ap- 
pointed manager of the stock pic- 
ture department of Free-Lance 
Photographers Guild, New York. 
He was formerly in charge of sales 
for Lionel Green, New York adver- 
tising illustrator. 


Logan To “Parents’” 
Dorothy Logan, formerly of the 
Pittsburgh Post-Gazette, has been 
appointed to the promotion staff of 
Parents’ Magazine, New York. 


“Woman's Day” Moves 


Stores Publishing Company, pub- 
lisher of Woman’s Day, has moved 
from 67 W. 44th street to 19 W. 
44th street, New York. 


Undertaker Will 
Arrange All But 
Date in Advance 


(Picture on Page 31) 

Chicago, March 22.—Just as wills, 
trusts and insurance can be ar- 
ranged before one passes from this 
earthly sphere, Lain & Son, local 
undertakef, believes that the fun- 
eral, too, can and should be ar- 
ranged in advance. 

To emphasize the value of this 
practice, Lain used copy in local 
newspapers this week, bearing the 
photograph of a woman and the 
head, “Should Your Widow Have 
Needless Expense?” Copy pointed 


out that the grief stricken and emo- 
tionally unstrung survivors of the 
deceased are handicapped in com- 
petent arrangement of funeral de- 
tails. 

Readers were urged to see Lain 
now and to find out what a com- 
plete funeral will cost. This is part 
of Lain’s advisory service, effective 
for some time but just now being 
publicized. It involves no cash pay- 
ment from the customer and is 
merely a pre-arrangement of the 
funeral. Some 5,000° Chicagoans 
have taken advantage of the service. 

Copy does not mention that wid- 
ows and other relatives of the de- 
ceased are often taken advantage of 
by unscrupulous individuals. A 
spokesman for the company said 


that while this is true, Lain has 
refrained from taking up that angle 
in its copy partly because of com- 
pany policy and partly because such 
reference would reflect unfavorably 
upon the entire profession. 

A consistent user of newspaper 
space, Lain will continue such ad- 
vertising in a majority of the local 
newspapers. James B. Miller has 
the company’s advertising contract. 


Cilley Joins Thomas 

Charles D. Cilley has been ap- 
pointed to represent Thomas’ Regis- 
ter of American Manufacturers and 
Thomas’ Official Grocery Register in 
northern New England. He was for- 
merly on the advertising staff of 
Time and Spur. 


THE OREGONIAN 


announces the appointment of 


PAUL BLOCK anp ASSOCIATES 


as national advertising 


rep resentatives 


<x 


Effective March 14, 1939 


THE OREGONIAN 


THE GREAT NEWSPAPER OF THE NORTHWEST 


Portland, Oregon 


PAUL BLOCK AND ASSOCIATES 
NATIONAL REPRESENTATIVES 


New York « Chicago « Boston «+ Detroit + Philadelphia. 


Cincinnati « 


San Francisco « 


Los Angeles «+ Seattle 
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Colgate Expands 
Daytime Programs 
fo 73 Stations 


New York, March 23.—Colgate- 
Palmolive-Peet Company will ex- 
pand radio promotion for Super 
Suds and Palmolive soap on April 3 
when 22 stations are added to the 
network carrying “Myrt and 
Marge” and “Hilltop House.” This 
will increase the number of stations 
for each program to 73, said to con- 
stitute the largest daytime network 
programs on the air today. The pro- 
grams are heard over the Columbia 
Broadcasting System, Monday 
through Friday, the former from 
10:15 to 10:30 a.m. and the latter 
from 10:30 to 10:45 p.m. Benton & 
Bowles is the agency. 


Dunhill Launches Quiz 


Network advertising for Dunhill 
cigarettes will be inaugurated over 
four Mutual Broadcasting System 
stations April 10, by Alfred Dunhill 
of London, Inc. A new quiz show, 
“Name Three,” will be the vehicle. 
The program, through Biow Com- 
pany, will be broadcast on Mondays 
from 8 to 8:30 p.m. 


Hormel! Show in Debut 

George A. Hormel & Co. will pre- 
sent “Musical Romance” over CBS, 
starting April 3. The new program, 
for Hormel soups and other food 
products, will be broadcast over 22 
stations on Mondays, Wednesdays 
and Fridays from 11 to 11:15 a.m. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Commentator for Wings 


Brown & Williamson Tobacco 
Corporation has launched a new se- 
ries for Wings cigarettes over seven 
CBS stations on the Pacific coast. 
John Hughes, commentator, will be 
heard Sunday, Monday, Wednesday, 
and Thursday, 9:45-10 p.m. in 
“News, Views, and Sports Reviews 
by Hughes.” Russell M. Seeds Com- 
pany is the agency. 

Edgar Guest Continues 

“It Can Be Done” has been re- 
newed by Household Finance Cor- 
poration for a year on 30 CBS 
stations, effective April 5. The pro- 
gram, featuring Edgar A. Guest, 
goes on every Wednesday from 
10:30 to 11 p.m. Batten, Barton, 
Durstine & Osborn is the agency 
in charge. 

Listerine Renews 

“Grand Central Station,” for Lis- 
terine products and Pro-phy-lactic 
brushes, has been renewed by Lam- 
bert Company, effective April 28. 
The program is heard over 50 CBS 
stations from 10 to 10:30 p.m. Phe 
agency is Lambert & Feasley. 
Wathan Joins Kopmeyer 

Robert Wathan has joined M. R. 
Kopmeyer Company, Louisville, 
Ky., as art director 


| Plan Poster Contest 


| National Alliance of Art and In- 
ustry, New York, is sponsoring a 
competition for poster designs, with 
three prizes amounting to $400, to 
be awarded by National Graphic 


The purpose of the competition is 
to obtain posters to draw attention 
to the Fifth Educational Graphic 
Arts Exposition at Grand Central 
Palace, New York, Sept. 25-Oct. 7. 
All designs must be submitted by 
April 20. 


Paniguian to Paris 

H. P. Paniguian, formerly mana- 
ger of J. Walter Thompson Com- 
pany’s Bucharest office, has been 
transferred to the Paris office as as- 
sistant manager. A. B. Kalman is 
now manager at Bucharest. 


Arts Expositions, Inc., New York. 
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Frozen Food Field 
Does Most of Its 
Packaging by Hand 


New York, March 21.—Although 
many advances have been made in 
packaging techniques used on frozen 
foods, a large part of this work is 
still done by hand, according to a 
packaging survey by Food Indus- 
tries. 

The material, appearing in the 
form of a 16-page editorial insert, 
is based on returns from question- 
naires sent several hundred manu- 
facturers in the field. Information 
was received from a group repre- 
senting approximately 60 per cent 
of the total frozen food production. 


Analysis of the findings shows 67 
per cent of the manufacturers re- 
porting that consumer packages are 
filed by hand; 15 per cent using 
machines, and 18 per cent using 
both methods. Closing the consumer 
package is done by hand by 78 per 
cent. Some 65 per cent of the prod- 
ucts in this field are frozen after 
packaging. 


Liberal Consumer Data 


The survey also points out that 
informative labeling and enclosure 
of full cooking instructions have 
probably been more _ generally 
adopted in the frozen food field 
than in other branches of the food 
industries. Special mention is ac- 
corded Sprague-Warner for the use 
of full-color photographic inserts 


containing a variety of recipes and 
menus with each package of its 
frozen foods. 

Other subjects discussed include 
barrels, bulk tin containers, wooden 
boxes, pre-fabricated fiber contain- 
ers, folding boxes, liners, wrappers, 
tin cans, tin and fiber cans and ship- 
ping containers. 


Strand Joins Patek 


Charles G. Strand has resigned 
as production manager of Hoffman 
& York to become advertising man- 
ager of Patek Brothers, Milwaukee. 


Frankel Moves 


S. W. Frankel Advertising Agency, 
New York, has moved to 342 Mad- 
ison avenue where it has taken 
quarters with Zinn & Meyer. 


0.K. AS INSERTED 


That's the name of the 
most sensational copy crit- 
icism department ever run 
in any publication... and, 
as you may have guessed, a 
lot of the copy mentioned is 
a long way from being O. K. 
As Inserted, as far as The 
Copy Chasers are concerned. 

These anonymous and 
wholly uninhibited fellows 
dish out more excitement 
and more thrills for copy- 
minded advertising men 
than you ordinarily get in 
a month of Sundays. If you 
want a sample, drop a note 
on your business letterhead 
to Industrial Marketing, 100 
E. Ohio St., Chicago. 


IS ANTI-SEMITISM GROWING IN AMERICA? 


e The Fortune Survey probes 
around the ticklish question of hos- 
tility towards the Jews in America. 
How latent is it in this country? 
Do American Gentiles and Amer- 
ican Jews agree on who or what 
is to blame for anti-Semitism? 
Fortune for April. Page 84. 


WHY AMEND THE N. LR. AL? 


bad John Re takes the 
offensive against amendments to 
the N.L.R.A. Contends, on the 


record, that the Act has reduced 


Lewis 


labor strife—gives his reasons 
for suspecting the motives be- 
hind the amendments as anti- 
union, aiming to destroy rather 
than amend. Page 76. 


IS THE U. S. BUDGET GREEK 10 YOU? 


¢ Fortune examines the U. S. 
budget to see why it takes an ac- 
counting genius to make head or 
tail of it, inquires into a new kind 
of budget. One that would indicate 
exactly which Government expen- 
ditures are “operating” and which 
“investment”. A New Bupcet For 
Tue U. S.? Page 68. 


TELEVISION HERE AT LAST 


—(R \S |]? Probably the last important 


magazine to publish a story 


on television — ForTUNE has waited deliberately 
for the whole complicated business to fall into a 
sense-making pattern. Now, regular broadcasts 
are about to start and it’s possible to see the forest 
despite the trees. The first of two articles gives you 
a birdseye view of the things you have to know for 
a start. (1) How it works (simplified for laymen). 
(2) Who’s been doing what in its development 
(with introductions to some possible big-names-in- 
the making). (3) How far it’s developed. (4) 
Who’s up front in the transmitter business — in 
the set business—in the broadcasting business. (5) 
How they all expect to make money. (6) The 


hurdles they must take before they do. TELE- 
vision I- A $13,000,000 “Ir”. Fortune for 
April. Page 53. 


A MILLION AMERICANS 
with no place to stay 


* The drastic changes of recent years 
in agriculture’s fast growing floating 
population may give you a bit of a 
jolt. By the addition of whole families 
of once respectable white Americans, 
it now numbers about a million. For- 
rUNE explores the complexities of this 
pressing problem. Presents the points 
of view of all concerned — growers. 
unions, Government agencies, and the 
Also 


proposed solutions and heroic attempts 


victims themselves. examines 
now under way. If you want to stay 
smug don’t read “I Wonper Were 


We Can Go Now”. Page 91. 


LENOX —ameriea’s 
ONE AND ONLY rene, ne 


makes the only American China 
that connoisseurs will look at. 
Hence it pursues the proud, ascetic 
course of true craftsmanship — 
moderate profits, no mass-produc- 
tion, no noisy salesmanship. The 
quiet is broken only by the crash- 
ing of “seconds” — which Lenox 
never sells. LonELY Lenox. For- 
TUNE for April. Page 60. 


NEXT MONTH: tetevision: The 


Broadcaster; Trade Wars; Diamond 
Match: Allis-Chalmers: The Second 
Round Table: Terre Haute, Indiana. 
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New AMA Members 


The following have been elected 
members of the New York chapter 
of American Marketing Association: 
John E. Brennen, Outdoor Advertis- 
ing Company; Arthur T. Robb, Edi- 
tor & Publisher; John Guernsey, 
Media Records; Waldemar A. Ayres, 
International Business Machines 
Corporation; and George P. Johan- 
sen, Advertising Distributors of 


America. 


Agency Expands 

Reiwitch & Wittenberg, Chicago 
agency, has appointed J. P. Seman 
director of market research and 
merchandising, Harold Bement art 
director, and Sheridan Stein account 
executive. The agency has moved 
to larger quarters at 64 E. Lake 
street. 


Two Appoint Coe 


Coe, Guy & Walter, Chicago, has 
been named to direct the accounts 
of Midwest Midget Motor Company 
and Pioneer Photo Laboratory, Chi- 
cago. W. C. Johnson is account ex- 
ecutive. 


To “American Home” 


Helen Price, formerly acting pro- 
motion manager of Parents’ Maga- 
zine, New York, has been appointed 
assistant promotion manager of 
American Home, New York. 


Camp to L&T 


Ernest Camp has joined the copy 
staff of Lord & Thomas, New York. 
For the past three years, he has 
been in the advertising department 
of Schenley Distillers Corporation. 


That nimble centenarian: P & 6 


* Don’t be fooled by Procter & Gamble’s sedate 
ways and 100 years. If you want to see Agility, 
with a capital A, take a look at P. & G’s nice foot- 
work in the Crisco vs. Spry duel, and in the granu- 
lated soap tussle. Observe, too, its shrewd ideas in 
contests, its swift, sure advent as the radio net- 
works’ biggest customer. And, of course, its 
famous pioneering in labor policy. Expect no 
hardening of arteries where Dupree reigns or 
Smelser researches—expect rather—99-44/100% 
Pure Prorit Recorp. Fortune for April. P. 77. 


Fortune 


~ 


jer April 


COULD THE AMERICAN DREAM GO INTERNATIONAL ? 


TOILE 


AND THE CALLS SWARM IN! 


For Correct Time 


day or night... call 


GArfield 251 


This 24-sheet poster, sponsored by the First National Bank, St. Louis, lacks any 
evidence of a commercial taint. The plug comes later, when you call the number 
and a dulcet female voice informs you that the correct time comes through the 
bank's courtesy. The good-will operation is entirely automatic, thanks to the 
Audichron machine, which is now handling about 30,000 calls a day. 


AND BHAVING #OAP IN GREAT VARIETY, 
34 WEST SECOND STREET and 630 WESTERN ROW. 


_ 


THE ADS ARE 
INTERESTING, TOO 


Excerpts from the advertisements in 
Fortune for April. 


A worm alone is not enough. 
—Ilron Fireman (J.R.G.) 


Extra — Vice President caught 
“lifting.” 
—A, W. Faber Inc. (A.A.) 


Hit me again... Im your pal! 


—Acushnet Golf Balls (H.B.H.) 


Where there's bait there’s usually 
a hook! 
—New Jersey Council (C.D.L.) 


“Hush money” well spent! 
—Acousti-Celotex (H.Mac.F.) 


Are you a hero to your secre- 
tary? 
—Dictaphone (McC.E.) 


From here to ear. 


—A. T. & T. (N. W. A.) 


**. . . Take a letter to the boss!” 
L. C. Smith (N,-E.) 


Spiders can’t be lured with fat 
contracts, 


Studebaker Plots Revolution 


* Invading the low-priced field 
this month is a car that’s different 
but doesn’t look it. Studebaker 
doesn’t believe it can muscle in on 
the Big Three’s preserve with a car 
that defies “the trend” of size, 
power and beauty. So it is defying 
another trend instead. If Stude- 
baker succeeds The Big Three may 
become The Big Four—with prob- 
able drastic re-designing all round. 
“TUDEBAKER’S Licut Car. For- 
'\Ne for April. Page 86. 


¢ The Editors of Fortune, taking 
Clarence K. Streit’s “Union Now” as 
text, offer you an exciting few minutes 
examining a super nation of the Liber- 
tarian states. Not alliance for diplo- 
matic or military advantage, but a 
union for fuller, richer national life. 
Libertarian economy on a grand scale. 
BUSINESS-AND-GOVERNMENT. Page 66. 


THE “LITTLE BLUE CHIP” MAN Ferdinand 


Eberstadt is the man who cashed in 
on New Deal reforms. Makes impres- 
sive profits. And it’s all done with 
“little blue chips”. Ferpinanp Eper- 
sTADT. Page 72. Fortune for April. 


Goodrich (G.-E.) 


How to say no to a molecule. 
—Purolator (A.-K.) 


There is now a profitable way to 
take the load off labor's back. 
—Clark Carloader (R.M.) 


The machine that can make gold! 
—Corning Glass (B.B.D.&0.) 


What wins wars? 
-Young & Rubicam (Y. & R.) 


For babes in arms. . 
arms. 


—York Ice Machinery (J.M.M.) 


. Or men at 


Only a bird in a welded cage. 
Vallory (A.-K.) 


The finish that begins. 
—Gilbert Paper Co. (M. & F.) 


Start Drive to 
Make Public 


“Radio Conscious’ 


Washington, D. C., March 23.— 
The broadcasting industry’s pro- 
gram which seeks to build public 
good will for radio will get under 
way the week of April 17 when lis- 
teners throughout the United States 
will be invited to visit their local 
station and see what makes the 
wheels go round. 

This is the first move in the new 
cooperative effort being undertaken 
jointly by the Radio Manufacturers 
Association and the National Asso- 
ciation of Broadcasters. Commit- 
tees from the RMA and the NAB 
have also mapped a program, built 
largely around radio advertising, to 
help the purchase of new radio re- 
ceiving sets and thus create a larger 
listening audience for the broad- 
casters’ advertising efforts. 

A 30-page booklet, containing 
full instructions, has been sent all 
NAB members outlining the pro- 
gram for the week of April 17. 


RCA STRESSES ROLE 
OF ADVERTISING 


New York, March 22.—RCA Mfg. 
Company and National Boadcasting 
Company have begun a new series 
of “complimentary commercials” on 
the “Magic Key” program over 122 
NBC stations every Sunday after- 
noon. 

Offered as a contribution to the 
public’s understanding of business 
and as an aid to all radio adver- 
tisers, the messages call attention 
to the fact that advertisers are re- 
sponsible for the fine quality of 
American radio fare and urge that 
listeners repay advertisers for the 
expense of providing radio amuse- 
ment and education by supporting 
products advertised. 

The first announcement included 
a quotation from a recent speech by 
David Sarnoff, RCA president, who 
said: “Let us not forget the contri- 
butions made by advertisers to the 
institutions of press and radio in our 
country. To those good Americans 
who sometimes complain that ad- 
vertising crowds the news in the 
papers, or that commercial an- 
nouncements interfere with their 
enjoyment of radio programs, I can 
only say this: advertising makes 
possible in America a free press and 
the finest news coverage in the 
world. Advertising makes possible 
in our land a free radio, and the 
finest broadcasting programs in the 
world.” 


Joins Station WOR 


Ann Honeycutt, formerly assist- 
ant program director of Columbia 
Broadcasting System, New York, has 
joined the program department of 
Station WOR, Newark, N. J. 


McCall with Peck 


Chester H. McCall, who headed 
Chester H. McCall Company, New 
York, which suspended recently, 
has joined Peck Advertising Agency, 
New York, as vice-president. 


The BALTIMORE 
Station that is nationally 


recognized as FIRST 
in SHOWMANSHIP 


Call on us for spot program ideas 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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Voice of the Advertiser 


Villain’s Whiskers 
Still Pack Appeal 


To the Editor: Perhaps your 
readers will be interested in this ad- 
vertisement, one of a series appear- 
ing in all Philadelphia papers, cov- 
ering the old time movies we are 
staging in our supper club, the Cafe 
Marguery. 

We believe it is just a bit differ- 
ent from the usual restaurant and 
cafe advertising. Apparently public 
acceptance of the idea supports this 
view. 

Incidentally, I want to express 
my appreciation of ADVERTISING AGE. 
I find it most valuable in keeping 
me posted on _ up-to-the-minute 
moves in the advertising field. 

Howarp F. HoH, 


Manager, Hotel Adelphia, Phil- 
adelphia. 
v v v 
Far-Sighted Copy 
To the Editor: In this day of 
“high pressure” methods, we be- 


lieve it’s news—good news—to find 
an advertisement so far sighted and 
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so conscious of the public interest 
as the one shown here. Prepared 
by Meldrum & Fewsmith, Inc., un- 
der the direction of I. I. Sperling, 
advertising manager, Personal Loan 
Department of the Cleveland Trust 
Company, this advertisement ad- 
vises prospective borrowers to 
“Think When You Borrow,” and to 
plan carefully borrowing needs. 

The dignified Cleveland Trust 
method of lending money has won 
widespread approval in the Greater 
Cleveland area. 

Local newspapers, 
nouncements, posters, car cards 
and direct mail are being used to 
publicize the new loan and purchase 
plan 


radio spot an- 


BARCLAY MELDRUM, 


Meldrum & Fewsmith, 


land. 


Cleve- 


v vy v 


They're All Brothers 
Under the Skin 


To the Editor 


] 


Recently we re- 
ceived a sales promotion letter from 
the Jornal Do Brasil, a daily 
paper in Rio de _ Janeiro, 
stresses the opportunity 
tising there by 
turers, especially in 
“good neighbor’ 
tween th 
What 


news- 
which 
for adver- 
American manufac- 
the 
policy existing be- 
e two countries 


view of 


This department is a reader's 


philosophy applies here 
well as in Brazil 


General Electric 
ration, 


OLD TIME 


MOVIES NIGHTLY 


Cafe Marguery 


CHEER the valiant heromWEEP at the 
plight of the lovely heroine—SEE those 
mighty personalities of the ancient 
screen live again before your very eyes. 


CHARLIE CHAPLIN... MARY PICKFORD 
aUDOLF VALENTINO .. » PEARL WHITE 
WiLL ROGERS ..... FATTY ARBUCKLE 
WAROLD LLOYD. .. . MARIE DRESSLER 
CHESTER CONKLIN . MABEL NORMAND 
LON CHANEY....... HOOT GIBSON 


at home as 


EVERETT KNuST, 
X-Ray Corpo- 
Chicago 


v v ’ 


Can't Happen Here? 


T 


o the Edito: Oh, cant it, 


‘though! 


| The 
tional 


| the 


Ei 


seemed to stand out, how- 
ever, in the letter was a paragraph 
that read 
“We think to be in the best 
position for a_ successful, propa- | 
ganda; the Jornal Do Brasil. as 
every one can inform you, is the 
morning daily newspaper who dis- | 
pose of the greatest circulation in 
the Rio de Janiero; the specimen 
that we are remitting by post can 
easily certify you that is also the 
preferred newspaper for the adver- 
tising matter, owing to the fact his 


circulation reaches all the classes 
higher and familiar and 
commercial, politician and working.” 

The closing phrase may strike you 


as being funny, but 


lowe! . 


“Two minds with a single thought’ 
apparently that | 


Toastmaste! 
magazines 
White Rock 


copy ran in na- 
last September; 
ad just this month 
D. S. ELrop, 


win, Wasey & Co., Chicago 


forum. Letters are welcome. 


AN INVITATION 


| the 


jalmost every state, are 


| lect. 
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Weather Gossip Is 
an Old, Old Story 


To the Editor: In the interests of 
many advertisers who might be 
misled by the letter published in 
your March 6 issue sent you by the 
Graves-Cox Company of Lexington, 
Ky., we respectfully submit these 
comments. 

The employment of weather pre- 
dictions in merchandising and ad- 
vertising has been too universal for 
the past 40 or 50 years to become 
material for a “Funny Coincidence 
Department” at this late date. The 
comments of B. Kuppenheimer & 
Co. and the use of the theme by the 
Graves-Cox Company, should be 
complimented rather than criticized 
for they but capitalize on values 
long recognized by the country’s 
outstanding merchandisers. It is 
public knowledge that the leading 
stores of America have long been 
subscribers to and the purchasers of 
special weather prediction services. 

We find that we have made a 
very progressive advance along this 
line in employing, in conjunction 
with the weather prediction, a trade 
character, the “Weather Owl.” 

In support of the above state- 
ments we respectfully submit the 
enclosed letter which we believe 
you will find self-contained. 

Harry J. BARUCH, 
Owen-Fields, Inc., Kansas City, 
Mo. 

[Editor’s Note: 
which Mr. 


The evidence to 
Baruch refers is a letter 
from Zula McCauley, advertising 
director of Neiman-Marcus, Dallas, 
indicating that use of weather 
notes in advertising “is an ancient 
and honorable custom” on the part 
of that store and not three days 
have been missed in the employ- 
ment of this theme during the past 
19 years. ] 
v v 


’ 
Sees Need for Dental 
Institutional Copy 

To the Editor: We noted with 
interest your article in your March 
13 issue in reference to the series 
of dental advertisements appearing 
in Boston papers. The advertise- 
ments mentioned are paid for 
the Massachusetts Dental 

You may be interested to 
that this is not the 
its type. There have been several 
similar ads used by societies in 
Kansas to awaken dental conscious- 
ness in those localities. 
these campaigns owe their 
tion directly to an editorial 
paign waged in their 
Dental Observer. 

For almost two 
bemoaned the 
the dental profession, because of 
anti-advertising laws enacted in 


first series of 


incep- 

cam- 
favor by 
have 


years we 


call to the 
lic the dangers of 
We have 
solution is an 


continued neg- 
pointed out that the 
ethically conducted 


IT'S A GOOD IDEA, ANYWAY 


at 
HAPPEN 


CANT 
HERE 


IT CAN'T HAPPEN 


TOASTMASTER ‘Toaster 


might properly apply to the copywriters 


who turned out this theme for Toastmaster as well as for White Rock. 


SUNNY SIDE STARTS AFTER SUNDOWN 


“Get on he anny Side-with EASTS IDE 


campaign under the supervision of 
organized dentistry, carried on on a 
national scale. Our aim is a series 
of institutional and educational ad- 
vertisements sponsored by the 
American Dental Association itself. 

Dr. Jeff Justis, president of the 
Tennessee State Dental Association, 
gives credit to the Dental Observer 
and to the Greater New York Bu- 
reau of Dental Information for the 
recent 10-page presentation in Life 
magazine, and attributes the re- 
cently evidenced interest in the need 
for closer dentist-patient relation- 
ship to our crusading. 

For the sake of the public as well 
as that of the profession, direct ad- 
vertising to the public by individual 
dentists and laboratories must 
cease. It must be replaced by eth- 
ical, supervised, educational copy 
from the hands of some responsi- 
ble organization, preferably the 
American Dental Association itself. 
When such a campaign is launched 
and the widespread beneficial re- 
sults make themselves felt, we shall 
feel that we have justified our ex- 
istence. 

FRANK J. KANE, 

Editor, Dental Observer, New 
York. 
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know | 
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fact that members of | 
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Dear Sunset: 
January we 
in Sunset Magazine, 
determine whether 
suitable medium for 
always felt that Sunset 
advertising medium for 
products, did not reach 
come to Del Monte. 


Surprising as it may 
hundred inquiries 
checking these 
a substantial type 
1] Del Monte. Many 


cial rating. 

The result of 
| that Sunset is 
| We are, 

oul 


therefore, 
budget in the 


Guide, 


Counselor & Friend 


con 


TRAVEL ADVERTISERS 


a great deal of hesitancy 
one 
merely 
your 
a hotel of our type. 


a great 


seem, we 
from 
inquiries we found them to be from 
of reader 

inquiries 
lawyers as well as other people with a good finan- 


this experiment 
an excellent medium for 
planning to include 
future. 


The poor little gal at the typewriter gets a powerful lift, thanks to a foamy glass 
of the amber beverage. 


“Before and After” 
Idea in New Dress 


To the Editor: Here is a proof 
of one layout in a new series of ads 
for our client, Los Angeles Brewing 
Company, in the hope that it 
may be of interest to you and your 
readers—just another application of 
the old fundamental “before and 
after” idea. 

In these hectic times of anxiety 
over so many things, we thought 
that maybe we had hit upon a basic 
thought in suggesting that the prod- 
ucts of our client would help the 
elusive consumer to “get on the 
sunny side.” The characters in the 
series, in addition to the one shown 
here, include a mechanic, house- 
wife, executive and salesman. 

They will appear in the leading 
newspapers of Southern California 
(from Fresno south to San Diego) 
beginning the second week in April. 

If you like them, we will unhes- 
itatingly go on record as approving 
your faultless judgment. If you 
don’t—well, that’s something else 
again. 

M. W. SHACKELFORD, 

Lockwood - Shackelford, Los 

Angeles. 
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Magazine, 
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received over 
advertisement, 


two 
the On 
who could well afford 

came from doctors, | 
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us to use, 
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Commercial Radio 
Held the Lesser 


of Two Evils 


Washington, D. C., March 23.— 
Eloquent testimony on the superior 
brand of entertainment available to 
American radio audiences through 
commercial broadcasting, in com- 
parison with non-commercial radio 
as reflected in the British system, 
was contained this week in an art- 
icle by J. B. Priestley, entitled “If 
[ Ran the BBC,” originally pub- 
lished in the London Sunday Dis- 
patch and reprinted here for distri- 
bution by the National Association 
of Broadcasters. 

In summing up his case Mr. 
Priestley told English listeners: 
“Perhaps you do not want to hear 
advertising on the air. Neither do I. 
But, on the other hand, I would 
rather hear Jack Benny, even if he 
has to mention the product of his 
sponsors, than hear any of our not 
very brilliant hours of variety.” 


Relief From Mediocrity 


Mr. Priestly’s thesis is that broad- 
casting in the United States is fre- 
quently brilliant, if commercialized, 
while in England, under ministra- 
tions of the British Broadcasting 
Corporation, it has fallen into uni- 
form mediocrity. 

He also complimented the system 
of guest stars in vogue in the 
United States under which he re- 
cently appeared on Rudy Vallee’s 
Fleischmann program. 

“Nobody asked me to talk about 
yeast or gelatin,” he commented. 
“On the other hand they did ask 
me to talk about my time theory; 
put me into a cleverly produced 
program, with millions of listeners 
waiting for it, and paid me hand- 
somely.” 

Mr. Priestly also compared Amer- 
ica’s sustaining programs favorably 
with any presented in England. 


Jennings Shifts Posts 

Transamerican Broadcasting & 
Television Corporation, New York, 
has appointed Warren Jennings to 
the New York sales staff. For the 
past five years, Mr. Jennings has 
been in charge of the Eastern ad- 
vertising office of Farmer’s Wife and 
previously was with American Agri- 
culturalist. 


Promotion Service Opens 

Fun Preferred, sales promotion 
service, has opened an office at 342 
Madison avenue, New York. Jerome 
S. Meyer, author of books, puzzles 
and games, heads the staff. 
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Sportsman Shifts Two 


National Sportsman, Inc., Boston, 
publisher of Hunting & Fishing and 
National Sportsman, has made the 
following personnel changes: Harry 
L. Tilton, formerly president, chair- 
man of the board; and Homer S. Til- 
ton, formerly vice-president, presi- 
dent. G. William St. Amant, Jr., ad- 
vertising manager of Hunting & 
Fishing, has been named secretary. 


New Post for Van Houten 


Eugene L. Van Houten has joined 
McKinsey, Wellington & Co., New 
York, management consultant, as a 
sales adviser. He was formerly sales 
promotion and advertising manager 
of Congoleum-Nairn, Kearney, N. J., 
and previously was with Simmons 
Company, Chicago, and Hudson 
Motor Car Company, Detroit. 
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Appeals Court 
Rules Kentucky 
Chain Tax Illegal 


Frankfort, Ky., March 21. — 
Closely following a similar ruling 
by the Pennsylvania courts, the 
Kentucky Circuit Court of Appeals 
today held illegal the state tax on 
chain stores, enacted in 1934. 


A&P Wins $102,004 


As plaintiff in the action, the 
Great Atlantic & Pacific Tea Com- 
pany was awarded $52,352 paid in 
1936 for annual license taxes re- 
quired by the measure, and $49,652 
for similar fees collected in 1937. 


The A&P had contended that the 


tax was unreasonable, arbitrary and 
confiscatory and that it amounted 
to more than 100 per cent of earn- 
ings in 1936 and 1937. License fees 
required by the bill ranged from $25 
each for companies owning two to 
five stores, to $300 each for compa- 
nies owning more than 51 stores. 


Awaits an Appeal 


Successful in its most recent 
court test in Pennsylvania, the food 
chain is awaiting an appeal of the 
Commonwealth on the Dauphin 
County Court ruling (ADVERTISING 
AGE Feb. 27) which held a chain 
store and theater tax unconstitu- 
tional. The Pennsylvania chain 
store tax ranged from $1 for a 
single store to $500 each for chains 
of 500 or more. 
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Opens Sales Office 

P. D. Ridenour, formerly manager 
of the canned foods department of 
the Merchants Service Corporation, 
has opened a sales and merchan- 
dising office in the Merchandise 
Mart, Chicago. 


WEEI Shifts Beauvais 


Jack Beauvais has been appointed 
assistant to the sales promotion 
manager of Station WEEI, Boston. 
He has been serving in the traffic 
department. 


Starts Mercury Agency 


Jack D. Rittenhouse, formerly 
managing partner of Mason Barlow 
& Associates, Chicago, has estab- 
lished Mercury Advertising Agency, 
20 E. Jackson blvd., Chicago. 
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” - . = to realize that when the rights of | SPRY OLD BOY SHOWS THE KIDS HOW New Comic Figure 
Be Kansas Editor Urges: x2 s 20m 


, . 2 Mr. J. Fuller Pep “% _ Shows The Gang How It’s Done to Glorify Pep 
vidual loses, too, he declared. As- | a — - 


i National Campaign serting that freedom of speech is for Kellogg Co. 


losing more ground at present than pe 7 
e ° at any other comparable time in PR Pace Bigg mag or. ng 
A ainst Censorshi ee ee, eee has been created by ‘the Kellogg 

said the Bill of Rights, guarantee- Company to dramatize the vitemin 
ing freedom of speech, offered little content of Pep breakfast food. The 
Drive Would Stress Loss protection against “certain forces. character will make his first ap- 


These forces, he said, are those pearance this week in Comic 
of Freedom to the Av- which would standardize,  strin- Weekly. : 


gently censor or actually suppress Mr. Fuller Pep is an elderly gen- 

eraae Man gently censo or actuall) a p y 
9 freedom of the press and marketing. tleman of the Foxey Grandpa 
They really arise from _ political school. In the first insertion, con- 
sources, he added, but such organ- sisting of a picture sequence in full 


: : izations as Consumers Research and color, the lively old gent “shows the 
developments which he said are| Consymers Union are factors in set- gang how it’s done” in the way of 


leading toward press and adver-| ting the stage. trick bicycle riding. Crediting his 
tising censorship, Roy F. Bailey, ed- In outlining current marketing prowess to his favorite cereal, he 
itor and general manager of the! censorship projects, Mr. Bailey said treats the youngsters to Pep. 
Salina Journal, today urged a “vast, | that there is now a measure in com- 


Kansas City, Mo., March 20.—Ex- 
pressing deep concern over recent 


national promotion” by all adver-|mittee in the Kansas legislature Premium Offer Featured 
tising, radio and press interests to| which would allow merchants to Kellogg Company introduces Mr. J. Fuller Pep to demonstrate the vitality bless- The insertion also carries a pre- 
convince the average man that it is| sell only at a fixed basis of cost plus ings of the cereal. Copy oe ' in Comic weeny mium offer of a stamp collection, of- 
he who will be the ultimate victim | overhead. This measure instead of ——EE————————— —_———_—— - — fered for a box top and ten cents. 
of such dictatorship. giving Kansas merchants a fixed | that loss stops loss-leader merchan- | as a threat over radio’s head is one | The copy theme is “Vitamins give 
Mr. Bailey was a_ principal| price would give them a legislated | dising.” of the types of promotion which all you pep, Pep gives you vitamins,” 
speaker at the Midwest Advertis-| yardstick by which to determine Mr. Bailey also cited the recent | units of marketing must assume and | thys tying in with other Kellogg 
ing Managers’ Association conven-| price. Federal Communications Commis-|carry,” he said. “It is only a short ; 


vitamin appeals. 


tion here. He is a former president “The authors of this Kansas bill | sion controversy as well as the late | step, part of which has already been Kellogg Company has also been 


of the group and is now also chair- | intend it to aid the small businesses | Huey Long’s advertising tax meas-|taken, to place all other 


: = a r units of| using the comic strip technique for 
man of the Kansas Associated|in their fight with the chain stores|ures in Louisiana. advertising and marketing under] A}]-Bran, featuring the exploits of 
Press. and to prevent loss-leader selling,” “Elliot Roosevelt's attack on the |similar rigid censorship. such familiar characters as Al- 


The average man must be made|he said. “But it has been shown| FCC’s six-months’ licensing power “A confused public, alive only to 


olen ee ‘ ———— its rights as individuals, must be|and the Toonerville Folks. Kenyon 


made to realize through a vast na-|& Eckhardt is agency for both prod- 
tional educational-promotional cam- | ycts. 


paign by advertisers, newspapers, 
radio and marketers that its rights ing in over 1,000 newspapers and 
as individuals will be destroyed at | 13 magazines (ADVERTISING AGE, 
the same moment freedom of the | Dec. 29, 1938), is being merchan- 
press is destroyed. dised to the trade through a new 
Outlines Copy Theme portfolio entitled “How much is two 

billion two hundred million?” 

“This promotion may take the Kellogg points out that this fig- 
form of a continued warning ure, which is described as the num- 
against dictatorship in the United|ber of advertising impressions 
States. The copy theme would illus-| scheduled for All-Bran advertising 
trate that this condition is possible | in 1939, is comparable only to the 
only in countries where there is a] rice in China, the waves of the sea, 
direct censorship and control of the|or the national debt. 
press. It must convince the individ- Kellogg is also dramatizing its f 
ual that measures against freedom | campaign to the trade by asserting 
of speech, be it newspaper, radio,|that a 20-lane highway from New 
or advertising, really have the elim- | York to San Francisco and half- 
ination of rights of the individual as | way back again could be paved with 
their ultimate objective. 1939 All-Bran ads. This is in addi- 

“Up to the present there has been| tion to 15,500,000 listeners claimed 
too much complaining by radio and} for the All-Bran radio show. 
advertising about their own ills ——————- 
rather than showing the individual Three Join Stebbins 
how it affects him. Newspapers . bat 
have been less guilty in this con- Barton A. Stebbins Advertising 

or : tl Agency, Los Angeles, has added to 
nection yet there has been a lack | i¢? ctaff Harold H. Patterson, for- 
of unity in their attempt to meet! merly advertising manager of For- 
this problem.” est Lawn Memorial Park and Cali- 4 
—— fornia Walnut Growers Association; 


John L. Rogers, formerly with Ped- 
Texas State Network lar & Ryan and H. W. Kastor & J 


Makes Personnel Changes |Sons Advertising Company; and 
Gerald Stanley has _ been ap- William Arnold, formerly _ with 

pointed general manager of the a & Ryan and J. Stirling | 

Texas State Network, Fort Worth. etchell. 

Stephen R. Wilhelm becomes vice- i. ae 

president and assistant to the presi- New Post for Allen 


dent. Donald M. Allen, formerly with 
Other personnel changes in the 


ict agin : \ United Fruit Company, has joined 
tee P network include Harry A. Hutchin-| Advertising Management, Boston 
aii: son, assistant general manager in agency. 
— W t H AV if charge of station relations: Benton es 
: oe Ferguson, vic i i 


vice-president in charge Q 
of merchandising and promotion: To Train Salesmen 


a Jack Mitche . ti anager Hobart G. Gillespie has opened an 
_ T H A N A N Y S TAT if | N T H E U N | oO N 0 Robert "cas wean he elles in the Union Comeneres bidg.., 


phonse and Gaston, Mutt and Jeff, 


The All-Bran campaign, appear- 


rector. Cleveland, for the training of sales- 
Saipan men. 
. . ,, |Callaghan Promoted omen ——_ 
Picture an area so prosperous that seven out of is a flash view of the ‘‘Golden Horseshoe, Wray H. Callaghan has been 
. ‘in P named sales manager of the folding | 
ae ten families are automobile owners... where . the market blanketed by WJR and WGAR. | carton division of Robert Gate Coa: 
. ; yvany, New York. He has bee ith 
there is one passenger car to every 3.2 persons You may sell automobiles. You may not. te company si since 1916 oe eee 
x the national average is 5.5)... i a 
5 4 ( nation ge is 5.5) where there But the auto owner rates high among the | Thre e cette ' Roche 
are over three times as many registrations as buyers of almost every product. And this vast | E. S. Hammach, F. U. 


Hammer | 
j}and Charles Danfelt have joined 
New York City, a million more than the com- army of them can be sold, quickly and eco- |John D. Roche, Inc., Los Angeles, 


art and advertising production. 
bined registrations of the three largest cities, nomically too, through the ‘Great Stations of | 
more than any single state in the Union. That the Great Lakes’’... WJR and WGAR. | | 
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Earnings of 
Advertisers 


Brunswick-Balke-Collender 

Net profit for the year ended 
Dec. 31, 1938, amounted to $1,003,- 
710, an increase of 27.6 per cent 
over $786,377 in 1937. Net sales to- 
taled $10,797,278, compared with 
$11,417,617 in 1937, a drop of 5.4 
per cent. 


Allis-Chalmers 

Net income was $2,533,946 in 
1938, against $7,841,167 in the pre- 
ceding 12 months, a drop of 67.7 per 
cent. Net sales dropped 1] per cent 
from $87,353,616 in 1937 to $77,543,- 
437 in 1938. 


Skelly Oil Company 

Report shows net profit of $2,650,- 
054 for the year ended Dec. 31, 
1938, compared with $6,488,346 in 
1937, a drop of 59 per cent. 


American Airlines 

Consolidated net income for 1938 
amounted to $213,262, compared 
with net loss of $93,628 in 1937. 


Curtiss-Wright 

Consolidated net profit for the 
year ended Dec. 31, 1938, amounted 
to $3,598,739, an increase of 81 per 
cent over the $1,983,609 in the pre- 
vious year. 


Simmons Company 

For the yea: ended Dec. 31, 1938, 
net profit was $1,644,867, compared 
with $3,314,251 in 1937. Net sales 
aggregated $34,818,382 last year, 
against $44,360,131 in 1937. 


Coty, Inc. 

Net profit for the year ended Dec. 
31, 1938, totaled $636,402, against 
$516,077 in 1937, an increase of 23.3 
per cent. 


United Air Lines 

Net loss was $997,221 for the year 
ended Dec. 31, 1937, compared with 
net loss of $754,486 in 1937. 


McCall Corporation 

For the year ended Dec. 31, 1938, 
net profit totaled $561,842, com- 
pared with net profit of $673,480 in 
the previous year. Net sales 
amounted to $11,781,290, compared 
with $12,242,433 in 1937. 


Texas Corporation 

Consolidated net income was $23,- 
139,030 in 1938, compared with $54,- 
574,319 in 1937. 


Western Air Express 

Net loss amounted to $12,531 in 
1938, compared with net loss of $34,- 
939 in the preceding 12 months. 


Studebaker Corporation 

Report shows net loss of $1,762,- 
465 for the year ended Dec. 31, 1938, 
compared with net profit of $811,874 
in 1937. Net sales in 1938 were $43,- 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


768,621, compared with $70,683,261 
in the previous year. 


Aluminum Goods Mfg. Co. 
For the year ended Dec. 31, 1938, 
net income amounted to $726,099, 
compared with $1,681,957 in 1937, 
a decrease of 56 per cent. Net sales 
in 1938 amounted to $8,688,279, 
compared with $10,520,444 in 1937. 


English Campaign Set 

A newspaper campaign, said to be 
the largest ever undertaken in Great 
Britain to promote a salad dressing, 
will be started soon for Miracle 
Whip, a product of Kraft-Phenix 
Cheese Corporation, Chicago. The 
London office of J. Walter Thomp- 
son Company is the agency. 


Gum Makes 

Younger Patient 
’ ’ = 

Say ‘Ah’ Easily 

Staten Island, N. Y., March 22.— 
The pediatrician may have degrees 
trom seven universities and a pro- 
fessional technique second to none, 
but neither of these attributes may 
be effective in getting little Johnny 
to say “ah,” or keeping him from 
biting a piece out of the doctor's 
ear when a boil is being lanced. 

A stick of gum sometimes helps. 
At least, that is the theme of a 
modest campaign started five years 
ago by the National Association of 
Chewing Gum Manufacturers, 


whose headquarters are 
here. 
Going into its sixth year, the as- 


sociation will continue its schedule 
in the Journal of the American 
Medical Association and all state 
medical publications, encouraging 
doctors and particularly pediatri- 
cians to use this simple method of 
building good will. The association 
includes more than 50 manufac- 
turers of chewing gum. No one of 
them is mentioned by name in the 
copy. 

Another focus for copy is the 
value of chewing gum in easing the 
doctor’s own tension. Doctors are 
invited to take time out for a mo- 
ment and relax with a stick of gum. 
All copy naturally stresses the 


located 


healthful value of gum in addition 
to its “relaxing power.” 

Frances Hooper Agency, Chicago, 
is in charge of the campaign. 


Winslow Names Frost 


Harry M. Frost Company, Boston, 
has been appointed agency for Wins- 
low Chip Company, Marblehead, 
Mass., manufacturer of potato chips 
and sticks. Newspapers, business 
papers and outdoor displays will be 
used. 


Raymer Gets Two 


Paul H. Raymer Company has 
been appointed to represent Stations 
KTAR, Phoenix, Ariz., and KVOA, 
Tucson. 


ACTION—on stage 
and street, and in 
the audience, as the 
WOW Good Will 
Follies play Denison, 
lowa. 


WOW played a "doubleheader" in Deni- 
son, lowa, recently. The good citizens of 
this rich "plus market'’ of 4,000 packed 


their local 


auditorium, 


not once, but 


TWICE in one evening, to see the WOW 


Good Will Follies. 


Storms of applause 


and gales of laughter greeted the efforts 
of WOW's staff of entertainers. 


WOW gets action for advertisers seeking 
to reach this rich farm belt. Capitalize on 
audience response—put WOW on your 


schedules. 


WOW x 


; 


590 Kilocycles ® John J. Gillin, Jr., Mgr. © John Blair 


Co., Representatives ® 


On the NBC Red Network ® 


Owned and Operated by the Woodmen of the World 
Life Insurance Society. 
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March 27, 1939 


LOCATION—47th St. and Broadway! 


CIRCULATION—Approximately 763,000 
NIGHTLY! 


SIZE—39 Feet Wide, 26 Feet High. 
LAMPS—27,000! 


COLORS—FOUR—white, green, red and 
yellow. 


YOUR DESIGN—Reproduction of your 
product, package, figures, cartoons, 
type of ANY STYLE from Old English 
to Script—with MOTION—your adver- 
tisement is drawn before the specta- 
tor's eyes in LIGHTS of FOUR COLORS! 


STARTS—April 30, 1939. 
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Coming 
Conventions 


April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper’ Publishers 
Association, Waldorf-Astoria, New 
York. 

April 27-29. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 8-9. Midyear meeting, As- 
sociated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 


Westchester Country Club, Rye, 
a 2 
May 11-12. Annual convention, 


American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May =_:119-20. Spring session, 
American Marketing Association, 
Medinah Club, Chicago. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 


‘}sumer Relations Conference, Buf- 
|falo, N. Y. 
June 12-16. Annual convention, 


Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N.Y. 

June 15-17. Annual convention, 
Southern Newspaper’ Publishers 
Association, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Belmont Plaza Hotel, New 
York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 


Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 19-20. Annual convention, 


Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


‘Waterman Seeks 


Designs for Pens 

L. E. Waterman Company, New- 
ark, is conducting a nationwide tal- 
ent search for young artists who can 
be developed into fountain pen de- 
signers. 

The medium is a design competi- 
tion in which 40 art schools are co- 
operating. First prize will be $500, 
with additional awards of $100 for 
|designs which may be used wholly 
lor in part. The contest ends April 
| 15. 


‘Hoffman Gets Two 

Ace Carton Company, Cicero, II1., 
and Sparkler Mfg. Company, Chi- 
|cago, builder of industrial filters, 
|have appointed William Hoffman & 
Associates, Chicago, as advertising 
counsel. Business papers and direct 
mail will be used for both accounts. 
Lorin Collins is account executive. 


MUSIC WEEK KEYNOTE 


WHICH ARE THE 
HAPPIEST HOMES? 
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MAKE YOUR HOUSE A HOME 


Buy a Piano 


This poster has been designed for use 
of piano dealers during National Music 
Week, May 7-13. 


Exhibit Entries to 
Close March 31 


The deadline for entries in the 
13th annual Chicago Exhibition of 
Design in Printing, held by the So- 
ciety of Typographic Arts, closes 
March 31. Robert Askren is chair- 
man of the exhibition committee. 
The annual exhibit will open 
April 27. 


Gets Ritz Shirts 


Philip Klein, Inc., Philadelphia, 


has been appointed to handle ad- 
vertising for Mylish, Mann & 
Drucker, Philadelphia, manufac- 
turer of Ritz shirts. Magazines, 


business papers and direct mail will 
be used. 


-_—_-~ 
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you 
can buy KSO in the 
HW NAX-lowa Net- 
work combination at 


an exceptionally low 


rate. 


Bat ntat NBCotetion in Des Mies 
will do the best merchandising job? 


Piano Dealers 
Asked to Support 
Music Promotion 


Cincinnati, March 23.—Kits of 
promotion material have been dis- 
tributed to about 500 piano dealers 
in the first campaign of the Adver- 
tising Managers Club of the Na- 
tional Piano Manufacturers’ Asso- 
ciation to distribute sales more 
evenly through the year through 


exploitation of National Music 
Week, May 7-13. 
This announcement was made 


here today by George Lawrence, 
vice-president in charge of sales 
promotion, Baldwin Piano Com- 
pany, and president of the club. 
The promotion kits have been sold 
at $1 each on the theory that the 
merchant who pays for the mate- 
rial will make the best use of it. 

Mr. Lawrence estimated that 
1,000,000 lines of newspaper copy 
will be used by piano dealers for 
National Music Week, while a con- 
siderable splurge will be made by 
manufacturers. 

About 50 per cent of all pianos 
sold have moved hitherto during the 
last quarter of the year. The in- 
dustry’s support of National Music 
Week is based on the theory that 
the total can both be increased and 
distributed more evenly by spring 
promotion. 

The promotion kit includes mats 
for newspaper advertising, for use 
individually or jointly by dealers; 
radio spot announcements, window 
display plans, window streamers, 
counter cards, and a piano sales 
manual, which gives the dealer de- 
tailed instructions for use of the 
material. 


Directs County Promotion 


Elisabeth Shoemaker has been 
appointed executive director of the 
Pioneer Valley Association, organ- 
ized in three western Massachusetts 
counties to advertise the recrea- 
tional features of the section. For 
the past five years, Miss Schoemaker 
has directed the advertising divi- 
sion of the Cape Cod Advancement 


KSO 


of course! 


That's the logical wind-up of many a cco- 
versation on the Des Moines situation. 


KSO is the NBC station in Des Moines that 
does the best merchandising job. 

Your program on KSO is given the full 
force of the backing of lowa's greatest 


newspapers — The 
and Tribune, with which the station is asso- 


Des Moines Register 


And a trade recognition based on 


consistent and effective dealer contact. 


Billboards and outside car cards publicize 
your program. 


Combine this soundly executed merchan- 
dising plan with the new KSO 5000-1000 
watts power and your result is most eco- 
nomical sales to over 1,000,000 people in 
lowa's largest single marketing area. 


When you're planning on lowa—it's KSO, 
of course. 


DES MOINES - NBC Blue-MBS- 1430 K.C. 
5000 WATTS L.S. © 1000 WATTS NIGHT 
Represented by THE KATZ AGENCY 


PROGRAMMED for maximum AUDIENCE ina major MARKET at minimum RATE 
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Promotion 
Review 


A really unusual presentation is 
being made to agencies and adver- 
tising executives in leading cities 
these days by J. I. Meyerson, pro- 
motion manager, and other execu- 
tives of the Oklahoma Publishing 
Company. The occasion is the 50th 
anniversary of the organization, 
which now includes two newspa- 
pers, a farm paper, three radio sta- 
tions and an express service. 

The presentation, believe it or not, 
has not a single pie chart, table, or 
statistical compilation in it. It does 
not include mention of a single ad- 
vertising account, or a single adver- 
tisement. It is exclusively pictorial 
—a series of perhaps 150 photo- 
graphs, tracing the history of Okla- 
homa and the coincident history of 
the Oklahoma Publishing Company, 
and translating the operations into 
the doings of men and women. 

“Advertisers can get all the sta- 
tistical information on rates, volume 
of advertising, circulation and 
whatnot from their own files,’ Mr. 
Meyerson says. “The object of this 
presentation is not to rehash all 
this material, but to give you an 
idea of the operation of our prop- 
erties, the things we have done, and 
the place we occupy in the markets 
we serve, which is comparable to 
the idea you would get if you could 
spend a week or two going through 
our plant, city, and market area.” 

x * x 

The Cincinnati Times-Star joined 
the ranks of gadget mailers recently 
with a pint milk bottle, carefully 
painted inside to make it look as 
though it were full of lacteal fluid, 
including a cream line that never 
varies. The actual contents con- 
sisted of a printed piece pointing 
out that the Times-Star provides 
both the milk and the cream of 
newspaper circulation in Cincinnati. 


Those Lovely Legs 
Lend Glamor to 
Dates (Dromedary) 


New York, March 21.—The popu- 
lar appeal of feminine legs, which 
have been used to advertise innu- 
merable products ranging from 
shaving cream to railroad travel, 
was pressed into service this week 
by the Hills Brothers Company to 
promote sales for Dromedary dates. 
The lovely extremities make their 
appearance in a four-color page in 
Life. 

There is direct justification for 
employment of the limb theme, 
however, since the insertion serves 
to announce Hills’ prize contest in 
which 1,000 pairs of Kayser silk 
stockings will be given free for the 
best 25 word statements on the 
subject “I always buy Dromedary 
pasteurized dates because. . .” 

Contestants are required to send 
a Dromedary date box top. with 
their entries. An additional induce- 
ment to send in box tops is made in 
Hill’s offer of a color litho copy of 
the girl with the beautiful legs. 

According to L. C. DeForest, Hills 
advertising manager, the unusual 
tieup is an attempt to extend the 
date season, which is usually over 
by now, and is primarily aimed at 
influencing dealer interest in pro- 
moting the product. The date ad- 
vertising supplements the regular 
schedules of several other Hills 
products. 


Lufkin Joins Calkins 

C. F. Lufkin, formerly vice-presi- 
dent of Townsend and Townsend, 
New York, and previously with the 
Sales Analysis Institute, New York, 
is now with Calkins & Holden, New 
York. 


Davis Agency Moves 
Trayton H. Davis & Associates, 
Milwaukee agency, has moved to 


625 N. Milwaukee street. 
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NEW APPEAL FOR DROMEDARY DATES 
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Hills Brothers Company, New York, started promotion of Dromedary dates with 


announcement of a contest in which 
awarded 


Bozell Elects Rominger 

E. E. Rominger, account executive 
for Bozell & Jacobs, Inc., Houston, 
has been elected vice-president. Mr. 
Rominger, who has been with the 
company since 1929, formerly 
served in the main office at Omaha. 


“...we have maintained a consistent campaign on WBT for two years. Prior 
to this time, our distribution and sales were negligible. Today, Comet Rice 
has 75% distribution and sells two-thirds of all packaged rice sold in the 
Southeast. Not only does WBT provide dealer influence throughout the two 
Carolinas, but in addition it has materially helped us with dealers in Eastern 
Tennessee and Southern Virginia. We consider WBT the most successful 


1,000 pairs of Kayser hosiery will be 
to winners. 


Account to Basford 

Berndt-Maurer Corporation, New 
York, maker of 16 mm. movie cam- 
eras and sound recording equip- 
ment, has appointed G. M. Basford 
Company, New York, as advertis- 
ing counsel. 


vehicle for promoting a food product in the Southeast.” 


National Copy 
Leads Rotogravure 
to Big Increase 


Chicago, March 23.—A _ substan- 
tial jump in national linage resulted 
in a net gain of 20.33 per cent in 
rotogravure advertising for Febru- 
ary, despite continued losses in the 
local field, the Kimberly-Clark Cor- 
poration reports. Use of rotogra- 
vure by national advertisers in Feb- 
ruary amounted to 725,536 lines, 
compared with 463,564 for Febru- 
ary, 1938, the increase being 261,- 


| 972 lines, or 56.51 per cent. 


The Comet Rice Mills wrote a letter to WBT. It says in few words what we 


would like to tell you about our radio station. Here is the meat of the letter: 


Only a couple of things we can add. First, our very conservative CBS Listen- 
ing Area study indicates a population in our primary listening area (day- 
time) of over two million people. And when Crossley, Inc. made their coinci- 
dental telephone study, they found 81.1% listening to WBT among Charlotte 
radio homes —on a 5 day, day and night average. 


Which makes WBT just about the most economical 50,000 watt radio station 
in America. And — one last point: WBT is known as “the Showmanship Sta- 
tion of the Nation”—a reputation based on unusual program originations. er 


May we suggest a WBT original program to boost your sales in the Carolinas? ime, iS 


Local rotogravure declined from 
332,900 lines in February, 1938, to 
232,883 last month, for a decline of 
100,017 lines, or 30.04 per cent. 

The total for the month was 958,- 
419 lines, compared with 796,464 in 
February, 1938, the gain being 161,- 
955 lines. Monotone accounted for 
863,955 lines of the current total, 
and color, 94,464. 


Wood Returns to G-E 


Donald Wood has been named 
manager of the advertising service 
division of General Electric Com- 
pany’s appliance and merchandise 
division, Bridgeport, Conn., succeed- 
ing R. W. Hart, resigned. He was 
formerly Bridgeport representative 
of Maqua Company, printer, and 
previously was in G-E’s accounting 
and publicity departments. 


Rosette Expands 


Rosette and Hartwig, Inc., for- 


merly Rosette Advertising Corpora- 
tion, has taken larger quarters at 
122 E. 42nd street, New York. 


ellt HOTELS 
with 


THE HOTEL MONTHLY 


Member ABC and ABP 


Published by JOHN WILLY,,Inc. CHICAGO 
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Procter & Gamble 
Policy Is to Plot 
the Road Ahead 


Big Soap Marketer's 
Saga is Recounted in 


"Fortune's'' Pages 


New York, March 23.—In 1923, a 


representative of Station WLW, 
Cincinnati, called on Dr. D. P. 
Smelser, head of the market re- 


search department of Procter & 
Gamble Company, and made some 
rather broad claims about the cov- 
erage offered by that station. 
When he was through, Dr. Smel- 
ser said, “Young man, you ere far 
too modest. Now let me show you 
the coverage that WLW really has.” 
He proceeded to take a map of his 
own from his files and proved to his 
visitor that WLW’s area was con- 
siderably larger than he had stated. 
This is one of the stories told in 
the April issue of Fortune, in that 
magazine’s thorough analysis of 


os $5,000 per family. 


METROPOLITAN STATION 
COSMOPOLITAN AUDIENCE // 


what makes the big soap company| )AARKET RESEARCH CHIEF 


tick. Elaborating on the work of | 


the research expert, Fortune said 
that while Dr. Smelser’s depart- 
ment is dedicated primarily to a 
study of the minutiae of soap and 
shortening, his findings have a de- 
cided effect on P&G grand strategy. 

“One of Dr. Smelser’s beliefs,” 
said Fortune, “is that the public 
constantly grows more fickle in its 
brand allegiances. Until quite re- 
cently, the average soap brand was 
supposed to have a profitable life 
of about 20 years (except Ivory, 
which is immortal), but now P&G 
counts on ten years or less. 

“Consequently before a brand’s 
sales pulse begins to slow down, the 
company tries to prime a similar 
product to be on the rise. Today 
there are a good many indications 
that Ivory Snow is being perfected 
and promoted to take the place of 
Ivory Flakes, which was brought 
out in 1919 to compete with Lux 
Flakes and which shows signs of 
having passed its zenith.” 

One of the most interesting pas- 
sages in Fortune’s article has to do 
with methods employed in the re- 
cent introduction of Teel, the liquid 
dentifrice, which, incidentally, had 
several other names at _ various 
stages of its adolescence. 

“The Smelser shock troops,” re- 
lated Fortune, “are a couple of 
dozen young men and some 50 
young women who roam all over 
the country asking questions of typ- 
ical householders. The testing tech- 
nique varies according to the local- 
ity and the occasion, but there are 
certain constants that can be illus- 
trated with an account of the pre- 
liminary surveys for Teel. 


Field Tests for Teel 


“Teel was placed on the market 
in 1938 and a couple of years before 
that the market research depart- 
ment began consulting the public as 
to its preference in the matter of 
liquid dentifrices. First there were 
rudimentary probings to discover 
the color, flavor and viscosity con- 
sumers favored. To establish color 
preference, an interviewer would be 
sent out with bottles of blue Teel 
and bottles of red Teel, or green 


Sampling and “coupon-ing™” are surefire. direct-action selling. 


They 


hurdle all 


obstacles. all 


intermediate steps. get your 


product into your prospects’ hands. Then, if they like it, theyll 


buy it again and again. You've 


won a market. This is the fast. 


certain way to introduce a new product, step up sales on an 


old one. This is the w ay to get dealers’ enthusiastic co-operation! 


Advertising Distributors of America, 


Inc., make sampling and “coupon-ing” 


a simple, well-directed, smooth-running economical operation. We're expe- 


rienced, skilled and organized to cover any specified neighborhoods in any 


one city or in hundreds of cities, or 20,000,000 homes coast to coast 


experienced men, well trained, well 


with 


supervised. Call us for consultation. 


Write for the A. D. of A. Manual of Services 


— ADVERTISING DistrisuTORS 
OF AMERICA, INC. 

CHICAGO 742 South Wabosh Ave Webster 4432 

F Operoting units in 364 citios Coast to Coost 


re, 


NN. a ee 

D. P. Smelser, who heads the market 

research department of Procter & Gam- 

ble Company, and who is credited with 

contributing heavily to the company’s 
sales strategy. 


Teel with yellow Teel, to ask some- 
thing like, ‘If you were purchasing 
a bottle of liquid dentifrice, which 
color would you prefer?’ 

“The red was finally selected after 
a long process of elimination, like- 
wise the flavor—indiscernible, but 
faintly spicy—and the viscosity, in- 
describable, but free flowing. After 
Teel had been cut to fit these whims 
a second and more ambitious cam- 
paign was begun. 

“This time the interviewers were 
given a comprehensive assortment 
of tooth pastes and powders and 
dispatched to ask, ‘What dentifrice 
do you use?’ If the answer hap- 
pened to be ‘Dr. Lyon’s,’ then a 
can of Dr. Lyon’s powder was pro- 
duced with the brand name re- 
moved. The interviewer would then 
say, ‘Would you mind using this 
tooth powder for one week, and 
this’ (producing a bottle of Teel) 
‘for a second week and deciding 
which one you prefer?’ 

“Two weeks after the samples 
were distributed the interviewer 
would call back and ask which den- 
tifrice had been selected. That Teel 
can now be purchased in drug stores 
is sufficient indication that a healthy 
percentage of tooth brushers pre- 
ferred the liquid dentifrice to their 
customary preparation.” 


Fortune in Prizes 


Fortune did not overlook Procter 
& Gamble Company’s persistence in 
conducting contests, reporting that 
it has distributed $400,000 in the 
last five years, not to mention huge 
quantities of merchandise, including 
15,000 pairs of Gotham silk stock- 
ings, 750 Benrus and 450 Longines 
wrist watches, 300 Servel refrig- 
erators, 2,400 Westinghouse electric 
roasters, 1,200 Aiexander Smith 
rugs, 4,200 Chatham blankets, 1,200 
Emerson radios and 7,200 Westing- 
house vacuum cleaners. It has also 
done its share to keep the roads of 
America filled with automobiles, 
dispensing 10 Plymouth sedans, 90 
Pontiac sedans, each with 1,000 gal- 
lons of gasoline; 25 Ford sedans with 
trailers attached, 60 Buicks, with 
1,000 gallons of gasoline; 60 Stude- 
bakers with gasoline, Philco radios 
and $100 vacation money to boot. 

“With the exception of one rather 
minor Drene contest last year,’”’ For- 
tune reported, “all the foregoing 
prizes were awarded in connection 
with contests built around Procter 
& Gamble’s six leading products. To 
promote the smaller brands, and to 
supplement the contest agitation in 
the big six, P&G resorts more or less 
constantly to a variety of premium 
offers. Some are store premiums 
and others are mail-in premiums. 
To reach those who presumably 
neither visit stores nor read adver- 
tisements nor listen to radios, Proc- 
ter & Gamble dispatches door-to- 
door canvassing crews to distribute 
coupons for or toward the purchase 
of one of the brands. Finally, the 
company actually sells a substantial 
amount of soap for its own sake— 
soap that people need and buy to 
wash dishes or take a bath and not 
only to collect pourboires. 

“The premium method of stimu- 


lating sales is viewed with suspicion 
by a good many advertising men, 
and P&G’s competitors (who have 
been forced to adopt the same tech- 
nique to a certain extent) are pretty 
vehement about it. 


Competitors Fall in Line 


‘Hell, we give our products a 
shot in the arm now and then,’ 
they say, ‘but we don’t want to 
make dope addicts out of them.’ But 
P&G finds that besides capitalizing 
on the cupidity of the buying pub- 
lic, a premium offer or contest gives 
its salesmen a good excuse for mak- 
ing frequent visits to retailers. In- 
stead of making a routine call, they 
can burst into a store with a hot 
tip on a new big national contest.” 

Fortune credits the Procter & 
Gamble Company with having run 
the first known color advertisement 
in a United States magazine—about 
1896. It also pioneered in the devel- 
opment of the premium technique 
which it has cultivated so assidu- 
ously, a gold dollar being inserted in 
every 1,000th cake of one of its 
brands of soap before the govern- 
ment outlawed lottery methods. 


Six Brands Most Fruitful 


While the company has about 140 
soap brands and a total of 200 prod- 
ucts, six of the former account for 
66 per cent of net sales and a much 
higher percentage of net profits. P&G 
White Naptha laundry soap is the 
biggest tonnage seller, but Oxydol 
granulated soap is the _ biggest 
money maker. 

The Procter & Gamble Company 
is said to supply about 40 per cent 
of the three billion pounds of soap 
consumed annually in the United 
States, while Lever Bros. accounts 
for about one-fifth and Colgate- 
Palmolive-Peet Company for one- 
fifth. Colgate resembles Procter & 
Gamble more than Lever Bros. does, 
Fortune reports, giving this salient 
difference in methods of the last 
two: Whereas Procter & Gamble 
goes on the theory that it should and 
must have a share of whatever busi- 
ness is going, thereby carrying an 
immense number of brands to blan- 
ket the market, Lever feels that its 
four leading soaps fill most house- 


hold needs, and that to increase its 
brands would lead to intramural 
competition and a dilution of mer- 
chandising effort. 

Fortune ranks Lever Bros.’ Life- 
buoy as the leading toilet soap in 
the United States, followed by Lux 
and by Colgate’s Palmolive, with 
Procter & Gamble’s Camay consid- 
erably behind. Lever’s Lux Flakes 
is definitely ahead in the fine laun- 
dry-soap field, topping Ivory Flakes 
and Ivory Snow combined. Both 
Lever’s Rinso and P&G’s Oxydol are 
considered by their manufacturers 
to be the largest selling package 
soap, while P&G’s Chipso is indis- 
putably the most important chip 
laundry soap. However, granulated 
soaps like Rinso and Oxydol have 
made heavy inroads'on the chip 
business, which is now compara- 
tively small. 


Ivory Is Leader 


In the bar laundry-soap market 
P&G White Naptha is probably first, 
trailed closely by Colgate’s Octagon, 
a coupon-in-wrapper soap that is 
especially popular in the deep 
South, where it is commonly re- 
ferred to as “Oxygen” soap. P&G’s 
Ivory soap is deemed non-competi- 
tive by the industry since it falls 
in the classification of a general pur- 
pose soap, being used for everything 
from toilet to laundry. Therefore 
it competes with all soaps, but not 
with any specific brand. 

Fortune reveals that Lever Bros. 
is preparing some competition for 
P&G’s Dreft, soapless detergent, 
with a product already dubbed 
“Surf.” However, “Lever has taken 
a strategic back seat and is waiting 
while Procter & Gamble builds up 
the market.” 

In a field where “it not merely 
pays to advertise, but it is death not 
to advertise, profits of the Procter 
& Gamble Company during the last 
decade have constituted an eloquent 
testimonial to the efficiency of the 
company. The valley was reached 
in 1932 with net of $8,918,000 and 
an all-time peak was established in 
1937, with $26,800,000. Net sales 
have aggregated $1,630,000,000 since 
1928, and dividends paid have to- 
taled $136,000,000.” 
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Announcement 


Effective April 1, 1939 


THE BRANHAM COMPANY | 


will assume 
National Representation 
of 


— The B State 


1 Columbia, South Carolina 


—= = 


' 


a, Rat) if ee so, Sy ‘ ; + 3 , oe ee ee 
ey oo | _ = | ee | Se 2A 
4 | — a > \ es | 
a | eee xs 4 F | _&§ 
ie 3  Z__—= ? 
% Sl _ 2 yo a 
: " 2 al a ee, i 
* | 
4 
: me \y 4 J yo aa é 
| ra sy tage 3 
| J Me . 
me Co , Ma F ic EE | | 
i mW Wis = | 
Pre ited and poncho | 
- : proach to the 6,982,635 
me ete 
= | Ae 
, ] | 
.' eS | | : 
~ | 
¥ Hii) 
ea Hy 1 
ee || ; 
; y\ ii i ; 
ye Oo il ) 
‘ <0 es 
— | 
g a ——_ | 
ce ee | | 
S| I | 
- TT OO™OOCOCOC*“‘#SNNWSW | 
ES ee 
See eee | 
_— \ >" | | ee ee e@ 
. A A i | 
: uf’ | 
ha “vs ane eS ae 2 ee | a ade ; _ J 
aac. O“~“_—_>~>L>~L»DBA»BDA9"™99"7~~7~7™7~9ADAD9)9"~7~7”7”7™™~9E~™7™~9L€L=>=HBBSSS= . 


= 


S—— 


Pret. 


March 27, 1939 


ADVERTISING AGE 


25 


Seagram Drive 
Aims at Good Will 


for Tavern Men 


Special $300,000 Cam- 
paign Public Relations 
Move for Distiller 


PRESENTS TAVERN KEEPER'S VIEWPOINT 
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New York, March 22.—The spe- 
cial $300,000 campaign announced 
last week by Seagram Distillers 
Corporation is designed to bring the 
industry’s public relations problem 
right down to its chief points of 
sale, the tavern and package store, 
company Officials disclosed today. 

In the belief that the liquor in- 
dustry’s general good will efforts 
are without power unless the tavern 
itself can win favorable recognition 
in its community, Seagram copy in 
magazines and newspapers will take 
the tavern proprietor’s point of view 
and set his case before the public. 
It will emphasize that the tavern 
exists because of an expressed pub- 
lic demand for the legitimate sale 
of liquor. It will point out the un- 
fairness of judging all taverns—and 
the entire industry—by the few 
which fail to observe accepted 
standards. 

That the Seagram campaign will 
be particularly timely is evidenced 
in recent reports, some of which 
have appeared in ADVERTISING AGE, 
of both public and official antagon- 
ism against the industry in many 
quarters. In past efforts Seagram 
has discussed drinking in general, 
whether in the bar or in the home. 
This campaign will be directed 
solely to building good will for tav- 
erns and stores obeying the spirit 
as well as the letter of the law. 


To Start April 10 


First copy in the drive will ap- 
pear April 10 in Life and the New 
Yorker. Further insertions are 


scheduled for April 24 in Esquire 
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Seagram Distillers Corporation will launch a special campaign in April in sup- 


port of the tavern proprietor. 


Copy and displays will feature a list of retailers’ 


“principles of conduct.” 


and Liberty and May 8 in Collier’s 
and Time. All of these advertise- 
ments will be full color spreads. 
Newspaper copy averaging 600 lines 
will also be used in major markets 
during the campaign. 

A feature of both the publication 
copy and back bar displays will be 
tablets listing the retailers’ nine 
“principles of conduct.” An illum- 
inated sign in a bronze type frame 
is planned for window displays. The 
sign stands against a landscape 
showing a suburban community 
merging in the distance into the 
taller buildings of a city. The base 
of the display bears this legend, 
“Good Will Campaign Sponsored by 
the House of Seagram.” 

The retailers’ nine principles of 
conduct include pledges of full co- 
operation to maintain stores and 
taverns that will be a credit to the 
community, no selling to minors, the 
belief that drinking and driving do 
not mix and a desire to live up to 
the spirit as well as the letter of the 
law. 

Reproductions of these principles 
occupy a large part of the adver- 
tisements, so that the reader of the 
copy, when in the tavern or pack- 
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age store, will know upon seeing the 
display that the proprietor operates 
under the “Seagram code.” 

Seagram’s hopes to place as many 
of these displays as possible in tav- 
erns which, in the company’s opin- 
ion, are operating to win, rather 
than injure, good will in the com- 
munity. The sole requirement of 
the company, in addition to this, is 
that the proprietor use Seagram’s 
Five Crown whisky as his “pouring” 
brand, or that which is served to 
the customer who does not specify 
any particular brand. 

Warwick & Legler is the Seagram 
agency. 


Economic Role 
of Advertising 
Lauded by Bank 


New York, March 22.—A predic- 
tion that advertising will continue 
“as is’ for some time to come was 
made today by “The Index,” a pub- 
lication of the New York Trust 
Company, in an article noting ad- 
vertising’s many contributions as 
well as the major problems it faces 
as a young but substantial profes- 
sion. 

“Because of its youth and because 
it cannot essentially be an exact 
science, the two problems which 
seem to beset it more than any 
others are those relating to ethics 
and those relating to accuracy in 
measurement of its usefulness,” the 
bank observed. 


Control by Publishers 


The first of these problems, it was 
added, is being adequately met not 
only by legitimate legislative con- 
trol but by actions of publishers and 
advertisers themselves. “Reputable 
publications have found that it pays 
to foster the confidence of readers 
by policing the advertising appear- 
ing in their columns. Radio broad- 
casting, because of its more inti- 
mate relationship to the home, im- 
poses even stricter self-censorship. 

“The second factor is the discov- 
ery that simple, sincere, straight- 
forward advertising is most effective 
and that advertising which is de- 
ceptive or in bad taste generally de- 
feats itself in the long run.” 


Votes for Sincere Copy 


Comment was also offered on the 
many studies undertaken to answer 
the question of advertising’s eco- 
nomic justification. “All indicate 
that, in general, advertising should 
tend to reduce the cost of selling a 
given product and, by its contribu- 
tion to the volume of production, 
the unit cost of manufacture. Lower 
prices, without impairment of prod- 
ucts may thus be achieved. 

“Competition, too, supported by 
advertising, has served to standard- 
ize quality and in general to furnish 
a better product at lower cost to the 
public.” 


Byrne Elected President 


Edward J. Byrne, formerly vice- 
president of Bromiley-Ross, Inc., 
New York outdoor advertising firm, 
has been elected president, succeed- 


ing the late Donald G. Ross. 


Names Metropolitan 


Youngs Rubber Corporation, New 
York, has appointed Metropolitan 
Advertising Company to handle its 
copy in pharmaceutical trade pub- 
lications. Thomas J. King is account 
executive. 


Display Contest Planned 


Bus Transportation, New York, 
has offered a $50 prize for the best 
window display featuring bus tra- 
vel. The contest closes July 31. 
Additional prizes of $5 will be paid 
for all photographs published. 


Kudner Wins Basketball 
League Championship 

Arthur Kudner, Inc., by virtue 
of decisive victories over Campbell- 
Ewald Company and Newell-Em- 
mett Company in a round robin 
tournament, has earned its third 
straight championship in the Ad- 
vertising Agency Basketball League 
of New York. Kudner’s victory was 
its third straight in as many years 
and earned the agency permanent 
possession of the silver trophy. 

In the past three years of league 
competition the Kudner team has 
lost only three games out of 45. 
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WE ASKED BUSINESSMEN: “Will you test Hammermill Mimeograph 
against your present paper and give us your frank opinion?”’ They did 
...and by 99 to 1 voted Hammermill Mimeograph “‘best we ever used”! 
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HERE'S THE EVIDENCE ... in their own words: “Hammermill Mimeo- 
graph gives us finer performance’. . .“‘more copies per stencil”. . . 
“cleaner reproduction.”’ Just a few reasons why this paper is first 
choice with critical users like the radio networks, the big movie 
studios, and top-flight industrial concerns. 
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FREE / 
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TRY IT YOURSELF. Send for 500-sheet package of Hammermill 
Mimeograph. Test it in your office. Let the paper speak for itself. 
Chances are 99 to 1 you'll like it better. Attach coupon to your letter- 
head and mail now. We'll include ““Good Mimeographing,” a booklet 
that will help you get better results from stencil equipment. 
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HAMMERMILL PAPER COMPANY, Erie, Pa. AA-3-27 
Send 500-sheet package of Hammermill Mimeograph and “Good 
Mimeographing.”"” We use model Stencil Dupli 


ter 


Name Position 


rh (Please attach to your business letterhead) 


(Offer applies only in U. S.) 
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A total of $1,000 in cash prizes, 


Two More Contest 0, ss (0 se ‘saver 

s |in New York in June, will be 

Tie-ups Planned |awarded in the competition by 
on West Coast =: 

| for essays of not mae cee 1,000 

Entries Start Coming In| fo"B,eartee err Be 


ADVERTISING AGE. The contest is 
open to all undergraduate students 
Teachers, Students Ask 
for More Leaflets 


| in high schools and colleges in the 
United States and Canada, and calls 


A leaflet giving complete details 
|of the competition, as well as the | 
|simple rules which must be ob-| 
served, is available on request. 

Chicago, March 23.—Two addi- 
tional organizations on the West! 


Coast—the Santa Barbara, wet’ Man Bites Dog or 


Advertising Club and the Oroville, | 


Cal., Mercury this week joined the | Union Gives Boost 
ranks of the newspapers and adver- | to Employers 


tising clubs sponsoring local tie-up 
Pittsburgh, March 21.—A _ public 


contests in conjunction with the 
fourth annual ADVERTISING AGE stu-| relations campaign which reverses 
dent essay competition. |the usual order is being sponsored 

Scores of requests from teachers| here by the local Bakery, Confec- 
and students for copies of the essay| tionery & Macaroni Workers Union 
contest leaflet containing details and | in a copy series designed to sell the 
rules of the competition were also| public on the advantages of pur- 
received during the week, with all| chasing food products made _ in 
indications pointing to the largest! union plants. The union, including 
group of entries ever received in| 4,000 workers, is paying for the 
the competition. drive, started on its own initiative. 

More than a score of early entries 
have been received already—an un- 
usual indication of interest, since} The union is using space in sev- 
normally almost no entries are re-| eral daily and weekly newspapers 
ceived until a week or two before} published in Allegheny county out- 
the closing date, which this year is| side Pittsburgh. No newspaper is 
April 23. eligible for the schedule unless its 


Uses Union Papers 


‘ — wrinting facilities are completely 

Teachers Enthusiastic oars It is hoped that the 

Particularly gratifying is the| Pittsburgh newspapers can be added 
number of enthusiastic letters re-| to the list in the near future. The 
ceived from teachers and instructors! only barrier at present in this case 
whose students entered the compe-| is the rates charged by these papers 
tition in previous years, and ag which are higher than the union has 
report, almost without exception,! yet been able to afford. 
that they have found the contest} A typical insertion was headed, 
useful and helpful, and that their| “Mr. and Mrs. Public, Meet Mr. 
students will be urged to compete! Fair Employer.” Below this was a 
again this year. In many cases| list of employers whose workers 
writing essays for submission in the| were union members. 
competition is being made a re- | The Clark W. Kelly 
quired class project. | handling the drive. 


agency is 


- Me 2 a 
a ‘ 
ot ¥e , 
. * s a 
¢ te 
¢ “4 ¥ 
a i Ly 
j 1 €2 
” ws * - 4 
‘ re 
4 .. YY, s 
i ; 
z : 


FORTHAT 
LET DOWN FEELING — 
YOUR SALES DEPARTMENT 


Standard Rate and 
Data Listing : Hemp 


eee 


stead Lunbrook i, 
Freeport Evrecutive 

Oflices Rockuille 

Centre, N wa 


_ Getting Personal 


Frank A. Connolly, merchandising mgr., Oakite Products, played 
host to time and space reps along with Oakite district men at one of 
his seasonal parties. Fittingly, the affair was held on St. Patrick’s 
Day, at Dinty Moore’s restaurant, and the ticket of admission was a 
bright green necktie. . . 

Royal E. Penny, s. m., Station WBT, Charlotte, has been home 
with a case of mumps, of all things. . . Roland G. E. Ullman, Philadel- 
phia marketing counselor, won a battle with the flu bug and has 
returned to work... 

Alfred P. Sloan, Jr., General Motors board chairman, has given 
$25,000 to the Automotive Safety Foundation to be used for fellow- 
ships at Yale and Northwestern by 19 highway engineers and state 
cops. Fellow motor magnate Paul G. Hoffman, pres., Studebaker Cor- 
poration, heads the foundation... 

Phillip W. Lennen, pres., Lennen & Mitchell, has returned from 
a West Coast vacation... W. P. Rambo, with J. Walter Thompson Com- 
pany in New York, is a honeymooner. He was the translator of “Dry 
Guillotine,” and is a cousin of Admiral Byrd. He will be transferred 
to the Rio de Janeiro office June 1... 

Rudolph E. Lent, bus. mgr., Jersey Journal, Jersey City, sails 
April 1 for a six-week trip to Europe. . . Robert Sanford, circulation 
mgr., Spur and The Sportsman Pilot, is about to forsake bachelor- 
hood. .. Mrs. C. G. Wyckoff, publisher of The Magazine of Wall 
Street, became a grandmother a few days back... 

R. L. Johnson, asst. s.p.m., Johns-Manville Corporation, has been 
lecturing at a J-M Housing Guild school for dealers at Atlantic City 
the past week. Assistant lecturers on the advertising program of the 
company were Arthur D, Lierman, of J-M, and William C. McKeehan, 
Jr., and Anson Lowitz of J. Walter Thompson Company... 


BOSTONIANS UNDER SPELL OF OLD BALI 
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This Boston advertising group appears to be enjoying the subtle spirit and sur- 

roundings of old Bali in the swank Balinese Room of the Somerset Hotel. Left to 

right: John P. Coerne, advertising manager, John P. Squire Company; Mrs. 

Coerne; Beatrice Whelton, director, Filene’s Cruise Shop; and Arthur A. Riley, 
account executive, Goulston Advertising Agency. 


Robert A. Burns, Reiss Advertising, won a gold medal for the best 
essay on what he learned in the New York Ad Club’s advertising and 
selling course. Arthur H. Moran, F. W. Dodge Corporation, won a sil- 
ver medal, and Eugene Fischel of the N. Y. Herald Tribune the bronze 
award... 

Walter A. Bowe, a. m., Carrier Corporation, has been elected an 
honorary member of Alpha Delta Sigma by the Syracuse chapter... 
The NYU chapter heard a talk by Harford Powel of the Institute of 
Public Relations at last week’s smoker. . . 

Thomas Vietor, Jr., one of the bright young men at Ruthrauff & 
Ryan, is looking forward to wedding bells in May. . . Mrs. Laura E. 
Seiler, of the Federal agency, traveled back to her Alma Mater, 
Cornell U., to tell the co-eds all about the opportunities for college 
girls in business. . 

R. G. Brown, who just forsook Ingersoll-Waterbury Company to 
become head of Rolls Razor, Inc., did a little sales promoting at last 
week’s Sales Executives Club meeting by donating seven attendance 
prizes. . . Charles E. Murphy, the best known attorney in the adver- 
tising fraternity, won a bowl of shaving soap but protested he never 
uses it... 

E. K. Gaylord, publisher of the Daily Oklahoman and Times, 
Oklahoma City, has returned with Mrs. Gaylord from a short trip to 
Hawaii. Unfortunately Mrs. Gaylord suffered an attack of pneumonia 
while on the way over, and spent most of her time in Honolulu in a 
hospital. She has made a fine recovery, however. . . 

Merrill C. “Babe” Meigs, publisher of the Chicago Evening Amer- 
ican and chairman of the Chicago Aero Commission, spoke at the 
March 25 luncheon of the Chicago Economic Club, which was devoted 
to “Aviation.” W. A. Patterson, president of the United Air Lines, was 
also on the program... 

Add winter vacationists: J. B. Scarborough, national ad manager, 
American Magazine. He’s doing a two-week down Nassau way... 

Col. James M. Thomson, New Orleans Item-Tribune publisher, 
took Dale Carnegie along on a fishing trip a few days ago when the 
master pep talker was in the Crescent City to speak on his perennial 
topic. .. John J. Krill, a. m., Bruce Publishing Company, Milwaukee, 
was toastmaster at a surprise party March 19 to celebrate the 83rd 
birthday of William George Bruce, president. . . 

Not at all frightened by the implications of April Fool’s Day, Al Paul 
Lefton, Philadelphia agency president, will disembark on that day. 
He’s been on a six-week pleasure cruise to South America. . . It’s a 
girl at the Dick Laughlin homestead. He is a. m. for Sears, Roebuck 
in San Antonio and is president of the Ad Club there. . . 

Harry F. Pugh, a. m. of the Heil Company, is chairman of the 
1940 Milwaukee Home Show. He was vice-chairman of the success- 
ful 1939 show. . . Thomas F. C. Quinn, classified a. m. of The Troy 
Record Newspapers, and Marguerite R. Flanagan, of Scranton, will 
become one on April 10... 

Leo Nejelski, a. m., Swift & Co., has written a book on his favor- 
ite subject, photography. “The Camera Eye—Where to Find and How 
to Take Good Pictures” which will be published March 28 contains an 
introduction by Valentino Sarra, Chicago photographer. . . 

Citizens of Wyandotte, Mich., had a civic holiday March 14 when 
Bart Doyle, head of his own agency in Philadelphia, visited his boy- 
hood home. The day was marked by sports events, a banquet and 
speeches. . . The rise of Harold L. Curtis to his present position as 
manager of the sales promotion and advertising department of Shell 
Union Oil Corporation is told in the current issue of “Shell Progress.” 
He was appointed to the job last June despite the fact that he’d never 


written a single ad or planned a national campaign. . 


Student Papers 
Jittery on 
Ghost Writer Copy 


New York, March 23.—Advertis- 
ing managers of college newspapers, 
too, have their troubles with copy 
censorship. This was evidenced to- 
day in a report by National Adver- 
tising Service, representative for a 
number of such publications, of the 
fate that befell a campaign started 
by a “ghost writing” organization. 
Known as the Expert Research 
Company, Jackson, Ga., this com- 
pany ordered insertions for its 
service in 49 college papers. Copy 
offered service in writing term pa- 
pers, theses and the like, as well as 
translations in any language. 
Aware that the advertisement 
would not pass without comment, 
National nevertheless shipped it off 
to a selected list, then sat back and 
waited for results. It was not dis- 
appointed. 


23 Cancel Copy 


Within a few weeks, 23 papers 
had cancelled the copy. Reasons 
offered for the turn down were va- 
ried and often humorous. The 
Detroit Collegian of Wayne Univer- 
sity did not think that its college 
would stand for ads on “mental con- 
traceptives.” The Radcliffe News 
said its “New England conscience 
bristles at the sight of this material 
from Expert Research Company.” 
The Wellesley College News bluntly 
replied, ““Must we comment?” 

Not all, however, turned down 
the copy. From one of the oldest 
colleges in Ohio came this remark 
with a signed contract: “Thanks 
very much for sending the Expert 
Research ad. Knowing the students 
as I do, I have no doubt that many 
of them will take advantage of the 
offer.”’ 

Censorship of copy in college pub- 
lications is not a new problem for 
National. It reports that several 
publications have rather stringent 
views on accepting copy that would 
be passed without a glance (as far as 
objectionable material is concerned) 
in standard newspapers and maga- 
zines. In many instances publish- 
ers of the college newspapers have 
specifications for clothing worn by 
women in advertisements. Others 
turn down tobacco and liquor copy. 
Still more products on the taboo 
list for some papers include hair 
removers, sanitary napkins, patent 
medicines, mail order copy, Coca- 
Cola and brassieres. 


Fitzpatrick Promoted 


Leo Fitzpatrick, WJR, Detroit, 
has been named executive vice- 
president of Stations WJR, Detroit; 
WGAR, Cleveland and KMPC, 
Beverly Hills, Calif. All of these 


stations are controlled by G. A. 
Richards. 
Mudge Joins B-S-H 

Dudley Mudge, formerly with 


Young & Rubicam, New York, has 
joined Blackett-Sample-Hummert, 
Chicago, as account executive. 
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The weather is fine. . 8000" 
is the time to advertise “Tht 
Triumphant Trio Wey 
ITALIAN, JEWISH, POLISE 

and start your Summer Sales 
Soaring in our large Foreg® 
Language Market with its bg 
Buying power! 


JEWISH 


eg, 
WPEN tains 


WM. PENN BROADCASTING CO. 
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Teaser Copy to 
Break News of 
Studebaker Entry 


(Continued from Page 1) 


The Saturday Evening Post and 
Time in four-color spreads, with 
smaller units in other national mag- 
azines. 

An interesting treatment has been 
used in the layout of the announce- 
ment spreads. The two right-hand 
columns have been reserved for edi- 
torial treatment, with Paul G. Hoff- 
man, Studebaker president, discuss- 
ing the thinking behind the new 
Champion and pointing out the need 
for such a car. The price tag will 
be spotlighted in both magazines 


and newspapers, with a likeness of 


the new car dominating the layouts. 
Other 
Newspaper-and radio advertising 
will be synchronized with dealer 


activity. As soon as representative 
stocks are available in any city, 


Promotion Plans 


ee 


large advertisements in color will 
appear in newspapers, with slightly 
smaller copy to follow at frequent 
intervals. In most cities, first copy 
will appear early in April. 

Returning to radio on a big scale 
for the first time since Richard 
Himber and his Studebaker Cham- 
pions were heard on a national pro- 
gram in 1936, Studebaker will back 
its new Champion with a 15-minute 
program three times weekly on se- 
lected stations which, according to 
Roche, Williams & Cunnyngham, 
Chicago, the agency in charge, will 
blanket the radio audience of Amer- 
ica. Lowell Thomas and Ted Husing 
will tell the story of the new car, 
while the music of Richard Himber, 
to many radio listeners identified 
with Studebaker, will again be the 
piece de resistance. 

Export papers will carry four- 
_ color, four-page inserts to announce 
) the new Champion to the overseas 
Htrade. An extensive program of 
S dealer helps which will give deal- 
Hers’ establishments a holiday ap- 

| pearance rounds out other forms of 
\ f romotion. 


O'Mara Resigns 

O’Mara & Ormsbee, Inc., New 
York, has resigned as national rep- 
resentative of the Evening Tran- 
script, Boston. 


ate LAKE CITY 
laste John Blaie bbe. 


Crosley Midget Car 
Again in Limelight 

Cincinnati, March 23.—De- 
spite the fact that automotive 
circles this week buzzed with 
gossip about the impending in- 
troduction of a new midget 
automobile by Crosley Corpora- 
tion, officials of the company 
continued to remain non-com- 
mittal, asserting that the status 
of the proposed venture is “un- 
changed.” (Details were re- 
ported by ADVERTISING AGE, 
Sept. 26, 1938.) 

It was learned definitely to- 
day that no advertising or mer- 
chandising plans have as yet 
been set in operation. Experi- 
ments on the new car are con- 
tinuing at the Crosley plant in 
Richmond, Ind. 


Broadcasters Act 
fo Further Industry 
Self-Regulation 


(Continued from Page 1) 


a final statement of policy. The re- 
vised policy guide will then be put 
into effect as soon as possible. 


PROSPECTS FOR PASSAGE 
OF NEW FCC BILL WANE 


Washington, D. C., March 23.— 
The move to enact the proposed re- 
vamping of the Federal Communi- 
cations Commission has bogged 
down, it was indicated this week. 
The Wheeler bill, which would pare 
the commission down to three mem- 
bers and “streamline” the proce- 
dural machinery, met with so cold 
a reception within the industry that 
it is understood that the attempt to 
push it this session will be dropped. 


Operating Funds Limited 


Although operating funds for the 
Commission for the next fiscal year 
were eliminated from the appropri- 
ations bill for the various inde- 
pendent agencies already passed by 
Congress, it is expected that the 
necessary funds for next year’s op- 
erations will be inserted in a de- 
ficiency bill later in the session. 
The original elimination was based 
on the belief that reorganization 
would be effected and operation cost 
estimates would have to be revised. 


Knox Gelatine 
Exploits the News 
While It's Hot 


(Continued from Page 1) 
pointing to the Knox package re- 
minded consumers that “the gela- 
tine used is the same Knox gelatine 
as used for years by housewives as 
an ingredient food, also by doctors 
in infant feeding formulas and di- 
gestive disorders.” 

“It is the plain unflavored gela- 
tine. Do not confuse with flavored 
gelatine dessert preparations which 
are 85 per cent sugar and only 10 
per cent gelatine and will not be 
effective.” 


Jacobsson Joins Grey 


Edward Gustave Jacobsson has 
been appointed art supervisor and 
director of Grey Advertising 
Agency, New York, where he will 
share duties with Robert Varol. 
Mr. Jacobbson was formerly execu- 
tive art director of Kenyon & Eck- 
hardt, New York. 


—if you are looking for new slants to put more pep into sales—if you want 
fo know how others are keeping salesmen on their toes—how they are 
making sales letters puli—how they are cutting down selling costs 


DARTNELL CAN HELP YOU—SEND TODAY 


04660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
DartneH! sales aids. Twenty years serving sales managers all over the world 
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Mrs. Hanford Urges 
Better Selling 
on Business Press 


Too Many Solicitations 
Are Competitive, 
Space Buyer Asserts 


Chicago, March 23.—Circulation 
is just the beginning of business 
paper analysis from the standpoint 
of the agency space buyer, Mrs. 
Mabel Potter Hanford, business pa- 
per space buyer for Batten, Barton, 
Durstine and Osborn, told a joint 
meeting of the Chicago Federated 
Advertising Club and the Chicago 
Business Papers Association today. 

“When I first began buying trade 
paper space,” she said, “I spent a 
considerable part of my time mak- 
ing up long circulation comparisons. 
The circulation figure was my first 
—and it seems to me now—my only 
concern. Then I began comparing 
circulation with markets, and soon 
I found I had a coverage as well as 
a circulation story to tell my 
clients. . . 

“Then I discovered I still did not 
have the whole story, and I began 
to ask publishers to see that I got 
their publications regularly. Very 
slowly but very surely I have begun 
to know those magazines. I have 
discovered what they are giving 
their readers, and sometimes, why 
they have readers who are impor- 
tant for our client’s advertising.” 


Editorial Analyses 


From these points, Mrs. Hanford 
said, she went on into qualitative 
analyses of the editorial content, the 
ability of the editor, the attractive- 
ness with which material is pre- 
sented, and the kind of reader 
interest which each individual pub- 
lication can be expected to produce 


WHK-WCLE.. 
New York « 


Wii 


UNIT 


from its editorial formula. A highly 
technical journal designed for slow 
and careful reading and future ref- 
erence, and a publication devoted 
to day to day news of the industry 
may both have important places in 
their markets, she pointed out, and 
neither need argue the relative 
merits of the other. 

“Frankly, I am rather tired of 
competitive selling,” she said. “I 
am tired of surveys which attempt 
to prove that one publication has 
more readers and is better liked 
than competing magazines. Actual- 
ly preference is exceedingly difficult 
to measure in either general maga- 
zines or business papers. I sincerely 
doubt if any showing of preference 
completely reflects the honest opin- 
ion of the reader.” 

Too many publishers and space 
salesmen have a phobia about their 
competition, Mrs. Hanford insisted. 
Any paper which is_ published 
soundly has a good story to tell 
without dragging down its competi- 
tion, and frequently would be bet- 
ter off for telling a non-competitive 
story. 


Would Change Space Buying 


Going behind the scenes in agency 
operation, Mrs. Hanford decried 
“the general practice of permitting 
the account executive, working 
with the advertising department of 
the client, to select the media list.” 
“T believe this method will eventu- 
ally be a thing of the past,” she 
said. “The account executive has 
not the time to give unbiased atten- 
tion to the sales story of every pub- 
lication seeking the business. More- 
over, however much he may wish 
to be unbiased, the account execu- 
tive or the advertiser thinks of the 
publication in terms of his own 


product, instead of in terms of the 
publication itself and its reader 
audience.” 


Mrs. Hanford urged the develop- 
ment of a strong association of 
sound business papers to aid in sell- 
ing agencies on the value of busi- 
ness papers, and in restraining un- 
fair competition. Business papers 


Cleveland «+ Detroit + 


San Francisco «+ 


have not sold their functions and 
purposes well to agencies, she in- 
sisted, and have not generally done 
a good job of overcoming the 
agency’s natural reluctance to buy 
business paper space because of the 
amount of work and the relatively 
small return in agency commissions. 

During 1938 the business paper 
space buying department of BBDO 
purchased $894,000 of business pa- 
per space, Mrs. Hanford reported, 
not including space in such general 
business papers as Nation’s Business 
and Business Week. Including these 
and similar papers would run the 
total well above $1,000,000, she said. 


Doubt Cast on 
Claims for 
De-inked Paper 


Chicago, March 23.—James Flett, 
expert on waste materials, cast 
doubt on the de-inking process in- 
vented by Dr. F. W. Hochstetter to- 
day when he told the National As- 
sociation of Waste Materal Dealers 
that the paper used in Pittsburgh 
tests had failed to react properly to 
chemical tests. 

The inference was that book 
paper, rather than newsprint, had 
been de-inked to form the paper 
used in tests by Pittsburgh dailies, 
which had given rise to the hope 
that newsprint prices might be re- 
duced. 

While refraining from making 
any direct charge, Mr. Flett said 
that analyses made by leading lab- 
oratories had indicated presence of 
bleached sulphite and bleached rag 
content and only small amount of 
ground wood. 


ete 1939's 
Golden Market 


BEVERAGE RETAILER WEEKLY 
The Newspaper of the 
Beer, Wine & Liquor Industry 
1819 Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 


Listener Build-Up 


Since February Ist, twenty-three brand 
new local shows have made their bow over 
.Tanging all the way from a 
“sweet-hot’’ of an instrumental trio to something 
really new and different in sports comment... 
with many an exciting innovation in between. 


National Representatives: 
Chicago « 


Sustaining shows now, all 23 are available for 
economical spot sponsorship. And in the mean- 
time these shows, 
are hitting a new note in listener build-up— 
giving the rich audience of the Fifth Market 
still another reason for tuning in WHK-WCLE. 


custom-built for Cleveland, 


RADIO ADVERTISING CORPORATION 
Los Angeles 


Also Operating WHKC—Columbus, Ohio 


COMPANY 
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Charles W Beck also a director of the Brooklyn * > * 7 
. ’ YMCA. t t t I t t 
Encravina P3 a naex oO etal Ctlv1 in mportan 
graving Fionee!r,| nonaLp ROSS, OUTDOOR 
Dies at Age of 88 | £ADER. TAKEN Markets 
j : New York, March 21.—Donald 
Philadelphia, March 21.—Charles |} Garrett Ross, for many years a 
pa aaa, 5 gee * ie geet leader in outdoor advertising, died Based on total retail advertising volume in all newspapers in each city. 
tee fl "a an 99 et “_* a rn at his home in Scarsdale last week 
a oO eart at- 
of a heart attack. He was 77 years : oat fnaat 
ack. i ‘ Co ht, 1 by Advertising Publication , 
neg ae Rs bs mneeENS, he had] ojq, and had retired only three days (Copyright, 1939, by 9g ations, Inc.) 
aiiniien af en pe = Oe. before his death as president of the 
oe : C See N-| outdoor advertising firm, Bromiley- 
graving Company. He was 88 years Ross. Inc 
old. ’ : + hi : | 
. , Before establishing Bromiley- +20 
Mr. Beck aided in the develop-| Ross seven years ago, Mr. Ross was RETAIL ACTIVITY 
ment of four-color letterpress print-| treasurer of General Outdoor Ad- +15 in MAJOR MARKETS 
ing, and his company was among} vertising Company. He was one of Compared with Last Year 
~ first to make photo-engravings| the founders of Poster Advertising +10 ee 
or newspapers. . . Total variation 
spapers. He managed a/ Company, Chicago, and was instru- +5 any, : ~o-—O 
Philadelphia theater before entering] poental in merging a number of 
the graphic arts with the old Phila- companies with General Outdoor LAST —— 
delphia Photo-Engraving Company. Year Pr ott ang aot 
He rose to manager of that con- - 
—F 
cern, and bought the business upon BLOCK DEAD 
the death of the owner, William| Goldsboro, N. C., March 21.— -10 
Singerly, publisher of the Philadel-| Maurice L. Block, 42, publisher of 
phia Record. The Beck company|the East Carolina Progress at Kin- “a 
has served most of the local news-| ston and Jones County News, died 
papers and Curtis Publishing Com-| at his home here last week. He was 7 14 21 28 4 ul 18 25 4 " 18 25 1 
. " i de = ~~ / _. ~~ J 4 - | 
pany. formerly in the advertising depart JANUARY Seeduaay — pa 
The company, which also operates| ment of the Goldsboro News. 
a New York plant, received its — % Gain % Gai 
; ain ain 
— in 1905. nr ber RICHARD JOHNSTON DIES 11-Week 11-Week 11-Week or Loss or Loss 
" + a son, is president, an P —__ Ri Period Period Pericd 1939 1939 Ww 
Harry B. Beck, another son, a vice- wan a hat yovoocerhe ey ge Ke? “oe 20 (tea Ended Ended” or 
president in New York ’ y clate City Mar. 20,1937 Mar.19,1938 Mar. 18, 1939 1937 1938 Mar. 19,1938 Mar. 18,1939 Loss 
. with the late Barron G. Collier in YUNA: WATT ST ETE — 
pal ; TAMNON, ©. cvsaveceees 3,342,580 2,577,651 1,983,566 —40.7  —23.1 309,832 229,240 —26.0 
- car card advertising, died here last] Albany, N. Y.......... 1,946,550 1,598,913 1,482,677 —23.8 —7.3 160,956 155,741 —3.3 
' 0 in on LAMOGRE, Bo cccccees 1,424,268 1,086,519 1,118,$ —21.5 ! 7. 
SIMMONS, TYPEWRITER night at the age of 74. Until his re-| tian Gan 3085474 «8077812 «=s«358040 «= FBS TOA nuR88O «591660 ant 
AD CHIEF tirement six years ago, he was in Saltieare MA cory gh ty Pipi et . bey 292,880 359,660 +228 
A PF » MG, wcseeves IU, ’ ’ , ,565 —10. —4.0 9 
PASSES charge of the service department of a a . 4,590,417 4,308,347 4,114,86: 10.4 4 493,209 495,781 +05 
2 ne h < : A irmingham, Brceeses 2,575,258 2,498,300 2,535,28 —l. 5 3 8% 5 —2 
“a ea Tex., March 21.—| the entire Collier organization. One] Boston, Mass. ......... 4198824 3,728,578 $780,885 00 +16 368,998 317.714 338 
illiam D. M. Simmons, former ad-| of the pioneers in outdoor advertis-| Bridgeport, Conn....... 1,877,792 1,810,956 1,831,172 —2.5 +1.1 199,892 194,208 —29 
vertising manager of Underwood- ing before entering the car card Buffalo, N. | reer eee 3,440,374 3,195,178 2,808,932 —18.4 —12.1 341,796 346,276 +1.3 
Elliott-Fisher Company, New York,| Geld. he was an executive of the ae eer 830,868 749,592 722,841 —1i3.0 —3.6 66,858 71,305 +6.7 
died here March 18 at the age of 66.| John Lee Mahin agency in Chicago] Gro stectee wy aa pty asi ane odes we 5 ert +S oS 
igen dee’ ; ae é ) arleston, W. Va.....  2,057,7 118,48 2,028,026 —1.5 —4,3 223,643 5 ) 
* three — illness which forced | pefore coming to New York to work] Chattanooga, Tenn..... 1,246,037 1,202,003 1,492,800 +198 +24.2 141,521 193,708 +385 
is retirement led to his death. for the man who died only a week| Chicago, Ill. ........-. 6,782,599 6,303,061 5,732,699 —155 —9.1 661,780 680,616 +2.8 
In the typewriter business for | cartier. Cincinnati, O. ......... 3,459,265 3,066,220 3,130,144 —9.5 +2.1 304,733 328,810 +7.9 
over 30 years, Mr. Simmons joined CIOVOIBNE, O. coccccces 4,234,046 3,845,947 3,462,231 —18.2 —10.0 364,113 374,804 +25 
Smith Premier Typewriter Com- Cotucnbun, ere 2,845,463 2,551,967 2,674,715 —6.0 +4.8 260,006 296,212 +13. 
; : 3 Eee eee 353,18 257 231,717 onl coma 5 , 
pany, Nashville, Tenn., in 1905. He} WALA Names Perry; Saeemmees” te.’ =: 's90963 718256 1.0 a3 i31 318 ioceas aR 
. » BR. cvscesec A 1 , of »713,25 —i7. —8.§ P 94,852 7.5 a 
went to Underwood in New York WCOA Joins NBC Rees CO scccennetcee 3,056,046 2,697,690 2,612,766 —14.5 —3.2 321,252 278,880 133 j 
in 1914, and served until his retire- Radi tati WCOA. P 7 Denver, Colo. ......... 1,976,645 1,804,757 1,791,552 —9.4 —0,7 187,917 173,938 —7.4 
ment three years ago. Fl: ” vill 4 “i Nati; aoe Des Moines, Ia......... 1,314,672 1,318,722 1,286,548 —2.1 —3.4 145,891 153,152 +5.0 
He was formerly a director of the bee my A seen . A —y 30 . d gd — istea ogee Hp riy rs retry ry eeiyetes tes +$.¢ 340,747 402,585 = +1811 
Adieettiaien Clay ot Yves Vark, ond casting ompany pril an Sl Paso, Tex........... 2,109,363 2,104,259 2,028,306 —3.9 —3.6 223,524 219.212 ae 
+ g ) ‘ ew ork, ana | thereafter will be sold jointly with BGP8O, PB. .cccccccsscee 1,668,036 1,745,712 1,860,978 +11.6 + 6.6 176,862 196,042 +10.8 
president of the Office Equipment] WALA, Mobile, to national Red and} Fall River, Mass....... 713,442 619,656 661,809 =e +68 60,421 $2,024 7 
Manufacturers Institute. He was}! Blue network advertisers. WALA | Flint, Mich. (neve eenede 1,631,714 1,504,020 1,632,294 rrr +8.5 165,256 160.734 —21 7 
has placed its national representa- Fort Wayne, Ind....... 2,319,065 2,060,982 2,014,985 —13.1 —2.2 231,294 223,356 —3.4 
————— tion with John H. Perry Associates, Gary, Ind. ..........+. 1,425,270 1,067,781 1,050,899 —26.8 —1.6 88,286 99,737 +130 
‘ effective April 1, Wiliam K. Dor- Grand Rapids, Mich.... 2,137,884 1,744,026 1,741,104 —18.6 —0.2 184,884 179,102 —3.1 
oy th bs a man manager of the Perry organ- Greenville, 6. ceceas 1,832,981 etter 1,225,477 —7.4 +0.3 131,460 124,936 51 
a : emer . a ‘ ouston, Tex. ......0 3,125,9% ,181,674 3,232,562 +3.4 +1.6 302,638 336,294 
Andy « ization, announced. It has long} indianapolis, Ind....... 3,527,930 3,141,584 3,083,694 —126 —1.9 306.432 oa9044 LLL 
3 repre sented WCOA. Jacksonville, Fla....... 1,838,592 1,717,753 1,779,092 —3,2 + 3.6 201,908 188,314 —6,7 
Heavys Gat Poster: P ag . — and — by | Jersey City, N. J....... 464,097 395,047 404,990 —12.7 +2.5 45,161 41.950 —! 
5.S. RUBGER-CEMENT @ ohn H. Perry, who is also owner| Kansas City, Kans..... 531,412 542,724 508.977 — ——s - —— — 
3438 (NOVHALSTED ST of the Pensacola News and Journal,| Knoxville, Tenn........ 1,960,868 2,066,834 2,082,470 +62 + 0.8 213°738 237,650 Pett 
CHICAGO, ILL. z _ Jacksonville Journal, News-Herald, | Little Rock, Ark....... 1,883,924 1,816,556 1,782,494 —5.4 —1.9 172.774 181.468 +5. 
= == + | Panama City, Fla. and Reading pede: sages Cal....... 5,236,373 4,677,677 5,126,945 —2.1 +9.6 475,189 510,833 +1: i 
Times. He is president of the | Leulsville, Ky. ........ 2,794,821 2,806,311 2,739,647 —2.0 —2.4 257,917 277,710 +7.) 
SEED INDUSTRY PROSPERS Western Newspaper Union, Ameri- | 4ynn, Mass. ...-...... 1,944,432 1,611,526 1,440,980 —25.9 —10.6 166,292 87,570 —47.1 
can Press Association and Publish- pt ge N. H...... , aaan P hyo 753,878 +14.3 +7.5 61,330 72,076 3917.3 
“i Pap ee taal ae ” serpy | Memphis, Tenn. ....... 2,224,210 2,174,368 2,245,950 0 3. 8 2,45 5 
Reader survey shows Seed World ers Autocaster Service. Mr. Perry seMilwaukee. Wis...... 3.578.231 > 011 712 2959110 it 3 Lh y 211,806 242,452 +18 
offers advertisers an annual was recently granted permission to} \inne:; as nee :4ae nae 464 an ag ati $53,241 $25,524 “a 
establish o new radio station in Minneapolis, Minn..... 3,076,894 2,667,613 2,661,652 —13.5 —(.2 285,468 307,030 +75 
HUNDRED MILLION DOLLAR MARKET |Sacksonvitie, with the call letters|Now haiona ties... Tanna Gee ae ase 
through its cover:ge of wholesalers and ree} WJHP. WCOA is managed by!| New Haven Conn apap 1 872.584 1 799 O86 1.786 862 < re —s g6,a00 54,530 — 
tailers who sell seed and other horticultural| H. G. Wells lew jeans “ae "1917 cam 20a has ain ~ ae —0.3 171,248 175,868 ~ 7 
‘ : o Uy. ells. New Orleans, La....... 4 1 . i) 983 one ‘ a6 F . 
. , ' ,131,794 3,748,110 3,944,983 1.5 ».3 49 
and agricultural items to 41,000,000 farmer New York r , » - 208 OF ' ry 433,145 401,492 a 
cdl edietineiie énakemen. | *New York, a Becaveve 13,947,038 12,366,254 11,960,043 —14.3 3.3 1,270,791 1,306,293 +2. 
We will gladly give you an analysis of this ; tBrooklyn, N. Y.....++. 1,458,237 1,049,613 867,357 ——49.5 —14.4 108,811 89,833 —17 
field as it applies to your business. Joins Underwood Mertetle, Va. iccccicses 1,835,330 1,812,006 1,888,334 +2.9 +42 195,510 205.786 +53 
William H. Bond, Jr. has joined Oakland, Cal. ate 1,496,844 1,464,368 1,582,825 +5.7 +8.1 149,347 149,173 —_ 
S E E D WO R LD Underwood & Underwood, Chicago, | peoria. til. nian yee te ain nee yt 742 —11.1 —13.1 235,774 166,866 —29. 
in charge of the stock picture de- | fiijaacipnia Pa Tere ——— mh tt ee st sete Lent tn 
Published every other Friday partment. He was formerly head | pyoeni aa vets ytt yy ry —aee _ 517,261 $94,215 +l 
. SOGER, API. csasases 1,522,794 1,612,394 1,519,308 —),2 ) 46.7 29 916 
P of the calendar department, Amer- | pj 5 997 ; ¥ y phe 159,946 — 
223 W. Jackson Blvd. Chicago, Ill. loon Colortype Company Chic on : ttsourgh, i keane ws 5,337,332 4,373,194 4,050,741 24.1 74 422.226 399 294 oil 
i j > any, oF: > *ortland, Ore. ........ 2,410,020 2,195,882 2 524.718 8 15.0 05.408 Tt ooo 493) 
Reading Pa ste eeeeees 2,104,508 1,941,327 1,956,609 7.3 0.5 195.692 ys rey, 
Richmond, Va. ........ 2,575,636 2,418,976 2,574,460 0.1 6.4 270,116 274,680 +1. 
Advertising Men's Florida Headquarters Seat, SE. Bexessss a) 052,335 2,863,795 2,989,229 21.0 14 89,060 318,175 +1 
viola name Sacramento, Cal. ...... 1,693,398 1,507,878 1,644,748 2.9 1 140.364 170.338 + 21.4 
a — San Antonio, Tex...... 1,383,319 1,215,885 1,366.64 1.2 + 12.4 120,916 148.290 +22 
San Diego, Cal......... 3,002,394 2,495,854 2,542,752 15.3 +1.9 225,750 227.332 +0.) 
- San Francisco, Cal..... 3,306,479 3,131,604 3,403.91 oh 29 %.7 Os2.n37 ©» 827076”~»6o Fd 
Seattle, Wash. ........ 2,119,608 1,832,082 2,130,726 0 16.3 188,104 232'568 +2 
| **South Bend, Ind..... 1,954,141 1,418,860 1,094,067 $4.0 22.9 142,369 109 730 —22 
ft Spokane le 1,527,806 1,481,312 1,424,038 6.8 3.9 128,212 130 228 +15 
3 st a Mo. Seeeee - 4,002,165 3,667,750 632,300 9.3 1.0 368,945 402.575 +9 
St. Paul, Minn...... 2,505,574 2,462,707 2,031,605 18.9 17.5 283.799 256.909 —®. 
Syracuse, N. Y...... . 2,326,078 2,027,804 187,430 6.0 7.9 ° " 17) 2909'8 +7 
*Tacoma, Wash 1,340,310 1,182,846 1.211.728 96 2 4 ig bh con ae 4- 3.3 
Tampa, Fla. .......... 1,300,670 1,271,396 1,358,630 4.5 6.9 130.396 156,898 2( 
Toronto, Ont., Can 1,372,090 _ 3,575,998 434,518 21.5 4.0 334,261 335.493 ihe 
% BEGG: Bec. Bavéveeneavces 849,170 696,136 60,048 10.5 +92 mee 71.6107 80.486 ~—S 124 
: er 1,929,780 1,835,142 1,797,852 6.8 90 ” ae one anh A 
+ Washington, D. C...... 7,522,656 6.747.641 6.796.972 4.7 ry ceaeet Lg v1 
i ‘S Worcester, Mass..... 2,272,401 2,196,509 2,020,836 11.1 6.0 047 701 291 333 —10.i 
Youngstown, O. ....... 1,850,537 1,555,493 1,411,263 23.7 4 136.006 147.606 +s 
Total ae 213,209,143 193,043,432 191,555,371 —10.2 0.8 19.730.85 ‘ YT, 2 
== EEE: . i 2 1,730,851 20,141,260 : 
: = |) | rar , , oa 
DANIA BEACH H age Mame imma) tess ipsa; iota 
| 4 — , . 
C O T E L New York American discontinued June 24, 1937 
DANIA, FLORIDA [Brooklyn Times-Union discontinued June 8. 1937 
a sJournal and Sunday American discontinued June 8, 1937 
19 MILES NORTH ONLY ON *Da ly Ledger discontinued June 23, 1937 
geal OF A. A. A. HOTEL U. S. No. 1 **News-Times discontinued Dec, 28, 1938. 
. MIAMI IN DANIA HIGHWAY | ttMilwaukee News discontinued Jan. 14, 1939 
ITUATED IN A 3 ACRE PARK of ~~ — yo ‘Oklahoma News discontinued Feb. 24, 1939. 
ITUATED IN ACRE PARK of TROPICAL PALMS and FLOWERS t{ Worcester Post discontinued Oct. 1, 1938 
AAA oral s OUTSIDE ROOMS — : 
@eLOW RATES ALWAYS | 
@OPEN ALL YEAR A M 
Agency Nioves : 
SEND FOR BOOKLETS AND RATES SEXCELLENT CUISINE Dillingh: oa ast 
— ” i erg Livermore & Durham, JMOnt#EAt 
i New York, has moved to 400 Madi- J W'N"'rt¢ 
Pw 25 MIN etal pad! 
d UTES FREOM MIAMI BEACH son avenue. | LONDON fy | 
; -, 
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ADVERTISING AGE 
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Cdveutisi 
Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted.” and 


“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


cash with order. 


r 
‘All other classifications (single insertion rates): % In., $2.75; 1 to 3 in., 


$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


— 
a— 


POSITIONS WANTED 


HELP WANTED 


ADVERTISING, PUBLICITY WOMAN, 
EXCELLENT EXPERIENCE FASH- 
ION MAGAZINES, NATIONAL COS- 
METIC ADVERTISERS, AGENCIES, 
WANTS DESK, FREELANCE WORK 
WITH AGENCY. 

Box 1680, ADVERTISING AGE, N. Y. 
Thicagzo Agency Needing Good Copy— 
ean get services of well known ad- 
vertising man and writer in exchange 
for production and placing on modest 
volume desirable business. 

Box 1699, ADVERTISING AGE, Chgo. 
Copy writer. Man who has written 
for Esquire Magazine. Five years’ ex- 
perience with ads, mailers, publicity, 
letters, catalogs, radio script, com- 
mercials. Good layout ability plus 
three years production background. 
Box 1702, ADVERTISING AGE, Chgo. 


REPRESENTATIVE WANTED 


Chieago representative wanted for 
established trade paper. Territory to 
Cleveland. Commission only. Leads 
furnished. 

Box 1701, ADVERTISING AGE, N. Y. 
HELP WANTED 
Copywriter Wanted 
in Prominent Agency 
Starting salary $7,500 to $10,000, with 
privilege of sharing additional com- 
pensation from new business which 
he assists in soliciting and handling. 
A grand opportunity in Chicago for 
thoroughly trained, creative ace to 
identify himself with outstanding 
group and work. Must be _ well 
grounded in sound principles and 
capable of brilliant work. Please 
give complete details, chronology of 
experience, and specify work done 
personally. Please write, do not call. 
Room 227 Merchandise Mart, Chicago, 

Illinois, 


AGENCY SOLICITOR—splendid oppor- 
tunity with medium _§ sized, _ fully 
recognized agency. Must be a pro- 
ducer. Liberal commissions, ideal 
working conditions, private office. 
Give full details. 

Box 1700, ADVERTISING AGE, Chgo. 
Photographic illustration § salesman 
by Chicago Studio of nationally 
known advertising photographers. 


Must have experience and contacts in 
this territory. Reply fully in confi- 
dence to 

Box 1703, ADVERTISING AGE, Chgo. 


Representative wanted. Old estab- 
lished tradepaper is interested in 
contacting ambitious young man who 
could devote full time toward helping 
increase sales in Chicago. Layout 
and copy-writing ability would help, 
but not essential. Drawing account, 
commission, and possible bonus ar- 
rangement would in time enable right 
man to build up worthwhile business 
for himself. Write, giving full par- 
ticulars as to age, experience, draw- 
ing account expected, etc., sending 
photograph if possible. Address 

Box 1684, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Established organization with long 
and varied trade paper advertising 
experience covering New York and 
East, can handle one more going 
publication if non-conflicting. Active 
coverage; copy, layout assistance if 
required. References; commission. 

Box 1697, ADVERTISING AGE, N. Y. 


Trade paper representative now 
traveling Ohio, Indiana, Michigan and 
Illinois can produce on One more good 
publication. Advertising layout and 
copy experience. Agency contacts. 
Seven years in present field. Best 
references. Drive own car, Commis- 
sion and drawing account. 

Box 1698, ADVERTISING AGE, Chgo. 
AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N 


MISCELLANEOUS 


EXTREMELY LOW COST 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 

Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., etc. 

Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 
Quantity buyers allowed discount. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y¥. C. 


A trained salesman will call in New 
York City and Metropolitan Area. Just 
phone WAlkKer 5-0526. No obligation. 


for over fifty years 
the ball.” 


tiser can ignore. 


in “Want ads.” No 


Undoubtedly 


A newspaper that carries more classified 
advertising than any other in the country 


Continued leadership in Classified advertising 
for over a half-century constitutes a verdict 
as to its result-getting powers that no adver- 
In addition to leadership 
in Canada, The Evening Telegram ranks first 
among the evening newspapers of America 


acceptance among the people of a given com- 
munity could be more complete or conclusive. 


TORONTO IS A “TELEGRAM” CITY 


has “something on 


survey of newspaper 


TORONTO 
NEW YORK: Dan A. Carroll 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


CANADA 
CHICAGO: John E. Lutz 


tans 
J 


Fe GENERATIONS, in fact since 1855, 
Miller High Life has been the preferred 
beer. And for good reasons too. 


Wherever there's action — wherever people 
you'll find Miller High 
Life beer. There's a blithe lift to this 


sparkling, amber brew that puts it in 


are doing things 


time, and in tune with action and fun. 


High Life Beer 
Backed by First 
National Drive 


Milwaukee, March 22.— Miller 
Brewing Company this week dis- 
closed plans for its first national 
campaign in magazines, radio, news- 
papers and outdoor posters promot- 
ing Miller’s High Life, “the cham- 
pagne of bottle beer.” 

“Enjoy Life with High Life” has 
been selected as the slogan in copy 
designed to make the brew “a vital 
part of life’s enjoyment.” 


Stream, Fortune, Hunting and Fish- 
ing, Liberty, Life and the National 
Sportsman will carry the first mag- 
azine copy. Full color pages wi!l be 
used. A newspaper schedule in ma- 
jor markets and appearance of a 
series of three 24-sheet posters at 


bulwark the drive. Final details on 
radio plans were not disclosed. 

The pleasure angle will be further 
stressed in point-of-sale displays. 
These will picture an attractive girl 
enjoying the beer. 

Campaign plans were outlined to 
salesmen and distributors here this 
week by Andrew J. Renn, Miller 
salesman. Rickerd, Mulberger & 
Hicks, Detroit, is the Miller agency. 


Drakenfeld to F-S-R 


B. F. Drakenfeld & Co., New 
York manufacturer of colors and 
chemicals for the ceramic and glass 
industries, has appointed Fuller & 
Smith & Ross, New York, as its 
agency for a trade paper and direct 
mail campaign to start next month. 


Ayer Adds Two 


Edwin Schneeberg, script writer, 
has joined the radio department of 
N. W. Ayer & Son, New York. 
Richard W. Stitt, formerly with R. 
H. Macy & Co., has joined the 
business-production department of 
the agency in Philadelphia. 


Issues Rate Card 


Young America, New York, has 
issued rate card number four, 
based on a net page circulation of 
250,000 copies per week. Base 
page rate has been increased from 
$900 to $1,100. New rates become 
effective April 3. 


MILLER BREWENG COMPANY *« 


April issues of Collier’s, Field & 


the height of the beer season will 


LAUNCHES FIRST NATIONAL CAMPAIGN 


IGH LIFE 


Ne: a 


- . 2 


So look for the crystal clear, streamlined 
bottle with the gold foil neck. Drink up 
...and as you do... you'll relish that 
. . that zestful tang and 
palate tingling taste. 


mellow flavor . 


You'll agree you've never tried a beer 
as good as Miller High Life. Try it today! 


In bottles or on draft wherever you go. 


MEL WAUKEE. WES. 


A newcomer to national advertising, Miller Brewing Company, Milwaukee, fea- 
tures an exhilarating theme in opening insertions. 


Prominent Names 
Listed for Program 
of Affiliation 


Cleveland, March 23. — Depart- 
mental sessions will help members 
of the Advertising Affiliation get 
the last ounce of value from the an- 
nual convention here May 5-6, Allen 
L. Billingsley, president of Fuller & 
Smith & Ross, general chairman of 
the convention, announced today. 
The departmental meetings, sched- 
uled for Saturday morning, will 
cover retail advertising, industrial 
advertising and advertising agen- 
cies. 

Sam Vining, Westinghouse expert 
whose talk at the Hamilton conven- 
tion last year was filled both with 
facts and humor, will play a return 
engagement at the Cleveland meet- 
ing. He will have a completely new 
act in the guise of a cooking school. 


Powel, Mangan Speak 


Harford Powel, of the Institute 
of Public Relations, New York, is 
another listed for the program. 
Other speakers at the Affiliation 
convention will include James T. 
Mangan, advertising director, Mills 
Novelty Company, Chicago, “Do 
You Sponsor Corny Advertising?”’; 
W. Trevor Holliday, president, 
Standard Oil Company of Ohio, 
“The President Looks at his Ad- 
vertising;” Robert E. Boles, adver- 
tising director, Rudolph Wurlitzer 
Company, “Keeping the Customer’s 
Eyes Off the Ball;” Frank Egner, 
McGraw-Hill Book Company, 
“Practical Pointers on Direct 
Mail”; Carlton K. Matson, director 
of public relations, Libby-Owens- 
Ford Glass Company, “Public Rela- 
tions”; Louis Blake Duff, Welland, 
Canada, “The Hell with the Man 
Who Wrote That.” 


HEINZEN, EX-PRESIDENT 
OF BAYER. PASSES AWAY 
New York, March 24.—Karl A. 
Heinzen of the Stack-Goble Adver- 
tising Agency here, died yesterday 
at the age of 48. Mr. Heinzen 
joined the agency about a year ago 
following his recovery from an ill- 
ness which caused his retirement 


as president of Bayer Company in 
1937. 


Oakite Expands 
Budget; New Drive 
in 78 Newspapers 


New York, March 23.—Oakite 
Products, Inc., this week launched 
its spring campaign in 78 newspa- 
pers throughout the country, com- 
prising the largest spring schedule 
ever used by the company. Copy 
continues to feature “Okey Oakite,” 
the humorous character whose jin- 
gles carry the selling message. 


Sales Up 10 Per Cent 


Oakite sales last year gained 10 
per cent over 1937, according to 
Frank A. Conolly, merchandising 
manager, which led to the increase 
in the promotion budget. The cur- 
rent campaign marks the company’s 
30th anniversary, and ties in with 
the New York World’s Fair. Cal- 
kins & Holden is in charge. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing- Mimeographing 


THE LETTER SHOP, Inc. 


440 So, Dearborn St. Wabash 8655 
CHICAGO 


PRINTING 


FAITHORN 
3-in-1 Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies... Not only is this 
evident in the finished work, but 
also in price and actual time 
saved . . . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . .. The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Colorful Fair 
Trade Battle in 
Progress in Texas 


Supporters and Oppo- 
nents Lock Horns and 
Appeal to Public 


Austin, Tex., March 23.—In a 
spirited battle to enlist Texas as the 
44th state under the fair trade ban- 
ner, supporters of the legislation are 
unleashing all their weapons and 
urging consumers to jump on the 
bandwagon, while opponents are re- 
sorting just as vigorously to argu- 
ments showing that fair trade bills 
are detrimental to consumer inter- 
ests. 


Fair Trade Gaining 


Currently reposing 
inside the parliamentary mill, fair 
trade legislation appears to be gain- 
ing strength. It was first introduced 
in 1936 but fared poorly. Again, in 
1937, a bill was introduced in the 


|tensive advertising to tell 


somewhere | 


| House where it was passed, only to 
| be defeated by the Senate. 


This year the measure was of- 
fered in both legislative houses. 
Under a joint committee hearing on 
the bill on the night of March 1, a 
stormy session ran through to the 
early hours of morning, with five 
speakers favoring the measure and 
11 speaking out in opposition. The 
Senate committee passed the bill 
out favorably, 6 to 0, while the 
House vote was 5 to 1. Attempting 
to get the bill brought up out of 
order the House sponsor failed by 
only 14 votes to win the necessary 
two-thirds majority. Nevertheless, 
the vote revealed a strong senti- 
ment in favor of the legislation. 

Meanwhile advocates and oppo- 
nents of fair trade are utilizing ex- 
their 
respective stories to the _ public. 
Typical of the appeal used by the 
supporters of the legislation is a 
recent newspaper insertion which 
showed a map of the United States 
entirely in black, except for Texas, 
Missouri, Alabama, Delaware and 
Vermont, the only five states which 
have not enacted fair trade laws, 
which were shown in white. “110 
Million Can’t Be Wrong,” read a 
banner headline. 

The copy then went on to explain 


that 110 million people in 43 states 
“are enjoying the advantages of fair 
trade laws similar to the one now 
proposed for Texas. Facts show 
that today the people in these states 
are saving millions annually be- 
cause of fair prices on dependable 
merchandise.” 
Opponents Use Newspapers 

Opponents of the legislation are 
also using big newspaper layouts to 
warn: “Texans, Beware of Price- 
Raising Laws.” One advertisement 
shows a cartoon adjoining this ad- 
monition, which purports to portray 
what will happen “if price-raising 
laws are passed.’ A housewife is at 
the counter of a grocery store. The 
clerk tells her: “That’ll be 25 cents 
extra—now that fair (?) trade prac- 
tice laws have been passed!” The 
customer remarks: “It seems unfair 
to me!” 


Anderson Gets Wines 


Anderson, Davis & Platte, New 
York, has been appointed Eastern 
advertising representative for Roma 
Wine Company, Lodi, Cal. 


“Advocate” Appoints 


The Belleville Advocate, Belle- 
ville, Ill., has named Allen-Klapp- 
Frazier Company as its national 
representative. 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 
How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourselfl—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 
How to develop a personality that clicks 
Be egotistic—and make them like it 
Approach—the art of making contacts 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 
The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 
The value of making yourself a nuisance 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to use “high pressure” tactics 
Getting others involved in your projects 
Making people do what you want them 
to do 
The invisible art of suggestion . 
That air of assurance—how to cultivate it 
Calling people by their first names 
Marks of a high-keyed expensive employee 
Putting pep into your get-ahead plan 
Legitimate bribery—levices in opp rtunism 
Playing politics—the democratic attitude 
Be consistently selfish—it pays dividends 
Close range study of “big shots” 
Making 100 important contacts in a year 
How to cultivate a radical streak that pays 
Why wait for dead men’s shoes? 
When to go over the other man's head 
Simple practices in courtesy that pay 
dividends 
How to overcome fear in all its forms 
Keeping up with old friendships 
Making friends with the secretary 
Twenty ways to acquire a very good 
memory 
Making yourself indispensable to the boss 
Ways in which you CAN'T persuade 
people 
Boiling it all down to a formula that will 
for you and help you to sell 
yourself 


work 


... aren't those the things you would 
like to know about? They are all in 
this new, different bookl 


Are you getting ahead as 
rapidly as you should? Why dae 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 


important secret of personal 
success — the knack of selling 
themselves. 


You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.””, He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 
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Send me, postpaid, my copy of “The Knack of Selling 
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100 E. Ohio St., Chicago 
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1 Yourself,” by James T. Mangan. 
payment. 
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they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 


I enclose $2.50 in full 


Administrators 
Frown on Premium 
Appeal for Liquor 


More Taboos Slated 
for Wide Adoption by 
U. S. and States 


Miami, March 23.—The attempt 
of the Federal Alcohol Administra- 
tion to develop a semblance of uni- 
formity in the maze of state legis- 
lation governing the sale and ad- 
vertising of liquor, in addition to 
the federal regulations of the FAA, 
is beginning to bear fruit and cer- 
tain advertising taboos appear des- 
tined for nationwide adoption, FAA 
Administrator W. S. Alexander re- 
ported this week in an address 
before the National Conference of 
State Liquor Administrators here. 

Recalling the conference held in 
Washington last October, in which 
members of the industry partici- 
pated, Mr. Alexander revealed that 
following that meeting an exhaus- 
tive questionnaire was distributed 
to state officials with a view to de- 
termining what advertising prac- 
tices should be prohibited or cur- 
tailed. Although returns are not 
yet complete enough to lay down a 
specific policy, Mr. Alexander out- 
lined the following as ‘“don’ts” 
likely to be imposed: 


Contest Premiums Hit 


1. Use of the comic strip tech- 
nique or any similar technique that 
may appeal to children. 

2. Consumer contests offering 
prizes or premiums. 

3. Advertising matter or illustra- 
tions referring to religious holidays, 
figures or festivals. 

4. Representations soliciting the 
patronage of women. 

5. Illustrations of or references to 
athletes. 

6. Family scenes. 


7. Testimonials and _ endorse- 
ments. 
8. Exaggerated or _ superlative 


claims or comparisons. 

9. Statements or representations 
implying that healthful or bene- 
ficial effects result from the con- 
sumption of alcoholic beverages. 

“It was gratifying to observe that 
most of the practices condemned by 
state officials are prohibited by the 
regulations of the Federal Alcohol 
Administration,” Mr. Alexander re- 
marked. “It was also noted that the 
majority of states represented at 
this conference favor the adoption 
of the Federal Alcohol Administra- 
tion’s advertising regulations as 
minimum standards for state con- 
trol over advertising. It is hoped 
that this expression of opinion in 
favor of adopting federal stand- 
ards is indicative of an intention on 
the part of the majority of the 
states to act affirmatively to adopt 
these standards, if they have the 
legislative authority to do so. In 
those states where the liquor con- 
trol board is lacking in authority to 
promulgate advertising regulations 
which would curtail the presently 
existing unsocial practices, efforts 
will no doubt be made to procure 
such authority from the legisla- 
tures. 


Protection for Consumer 


“For three years we have been 
appealing to the liquor control offi- 
cials of the various states for coop- 
eration with the federal govern- 
ment in the regulation of labeling, 
advertising, and fair trade prac- 
tices. These appeals have not been 
in vain. A great many states have 
recognized the necessity and the 
desirability of following the federal 
regulations on these subjects in so 
far as is consistent with state pol- 
icy. There are, however, some states 
which have not yet adopted even 
the federal labeing  reguations, 
which are so exhaustive, and which 
all students of the problem agree 
are adequate to protect the Ameri- 
can consumer in all instances from 
deception. I realize that there can- 


not be complete uniformity be- 
tween state and federal regulations 
in all matters involving liquor con- 
trol. I do, however, insist that 
there can be, and that there should 
be, complete uniformity in respect 
to labeling, and where legislative 
bars present difficulties, an effort 
should be made to bring the regu- 
lations into agreement. The diver- 
sity of labeling requirements in the 
various states results in economic 
waste by requiring the producer to 
utilize different sets of labels for 
the same product, when bottled for 
shipment into different states. The 
cost of this economic waste must, 
of course, be borne by the con- 
sumer.” 


N. Y. Legislators 
Vote Against 


Chain Tax Measure 


Albany, March 22.—The New 
York legislature this week voted 
down a chain store tax measure, 
considered favorably a proposal to 
increase certain village advertising 
levies to $2,500 during 1939 and 
1940 and pondered a bill which 
would add a “third party liability” 
to the Feld-Crawford fair trade act. 

The Bennett chain store bill, 
killed in an assembly committee, 
would have required an annual li- 
cense fee for chains ranging from 
$50 each for units in excess of two 
to $1,000 each for units in excess 
of 26. 

(The report of a Kentucky court 
decision holding its chain store tax 
invalid appears on Page 19.) 


Statute Permits Taxation 


New York’s present statute per- 
mits villages to raise by taxation a 
sum not to exceed $1,000 for adver- 
tising purposes. An act introduced 
by J. D. Bennett and referred to 
the committee on villages would 
permit “any village of the first 
class in the counties of Nassau, Suf- 
folk and Westchester,” to raise $2,- 
500 in each year by taxation for 
advertising purposes during 1939 
and 1940. Second and third class 
villages would be permitted to in- 
crease their advertising funds to 
$1,500. This measure is slated for 
passage in both houses. 

Senator Rae L. Egbert, of Staten 
Island, introduced the amendment 
to the Feld-Crawford act. This 
adds a new section of “liability of 
the third party beneficiary,” which 
reads as follows: 

“Any person not a party to a con- 
tract entered into pursuant to the 
provisions of section one of this 
(Feld-Crawford) act, who know- 
ingly violates any provision incor- 
porated in any such contract is 
guilty of unfair competition and 
may be subject to the same action 
or actions as if such person had 
been a party thereto.” 


Four Penny Appoints 

Four Penny Products Company, 
maker of Four Penny dandruff re- 
mover, has appointed Newby, Peron 
& Flitcraft, Chicago, as its agency. 
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AUTO REGISTRATIONS 
IN NEBRASKA ARE 27% 
ABOVE THE NATIONAL 
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National Representatives. O'More & Ormsber lac. 
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PHOTOGRAPHIC 


ADVERTISING AGE 


REVIEW OF 
THE WEEK 


FORDHAM FLASH READY TO DO HIS STUFF 
| ie 3 + > a A . 


Frankie Frisch, erstwhile star of the New York Giants and St. Louis Cardinals, 

signs a contract to broadcast all major league baseball games in Boston, under 

sponsorship of Atlantic Refining Company. John Shepard, 3rd, president of the 
Yankee Network, and Mrs. Frisch look on. 


ADMAN PRESENTS EDUCATORS' TOP HONOR 


Frank Gregor (left), advertising manager, Ditto, Inc., Chicago, and head of the 

National Education Association's associated exhibitors, presents the American 

Education Award to Dr. Payson Smith, former Maine and Massachusetts state 

superintendent and currently a lecturer at Harvard. A fellow educator also 
participates in the presentation. 


READY FOR BANNER SEASON 


Hold everything till you see the 
NEW PALM BEAC H 


ES AHEAD IN OUR NEW PALM 


— ond yet these famous washable suils are ounces 


©! your body breathe lighter than ever .. ounces lighter than ony smart 


tive tan There's suit of warm weother. Sove your money till you see 


snow white... There's our new Palm Beach Suits and you'll save plenty 
~ i of new poste 


when you see them — for this season's price meons 


easor money's most 


*15.50 


aheod in the superb fit 
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ond drape 
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Jer litt —the clever set of the collar A) MACE TROUSERS 2 


+t EVENONG FORMAL WHITE € 


Featuri. os 

seas 3 @ new, lower price, Goodall Company steps up its advertising appro- 
end looks shead to expanded volume. One of the newspaper layouts 
© be used during the campaign is shown here. (Story on Page 10.) 


LITTLE BIRDIES IN SPOTLIGHT AGAIN 


Chirping as loudly as they did when they first appeared for Pontiac in 1932, these 
two cheery harbingers of spring prepare for their latest performance on 5,000 
outdoor posters, beginning April 15. Advertising Manager F. A. Berend shows 
the latest design to General Manager H. J. Klinger. Pontiac's first spring-bird 
poster in 1932 won the national award for the best poster design of the year. 


FAIR KEYNOTE EDIBLE 


Nestle ties in with both fairs by means 
of a new display featuring chocolate 
medallions wrapped in gold foil. Forbes 
Lithograph Company produced the unit. 


EVERYTHING'S SET 


Why leave funeral arrangements unti] the q 
last minute—when all are grie! stricken and 
emotionally unstrung? @ Now—consult the Lain 
& Son Advisory Service. Leern what low prices | 
Lain & Son charge for « complete funeral and 
specity the complete cost you know to be ia 
lune with your income. @ Lain & Son prices begin 
at $110 and extend upwards to $1200. Whatever 
price you choose will include everything — ar 
* conditioned chapel, Imperial Quartet No extras } 
—and the greatest possibile value lor the money, 


South 


e 
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UNDERTAKERS 


A promotion-minded undertaker stresses 
the advisability of preparing all burial 
details while you're still alive. Although 
using the theme for the first time in 
newspaper copy, the advertiser reports 
that 5,000 people have already made 
such arrangements. (Story on Page !5). 


SMELL PROTECTION AS WELL AS EYE APPEAL 
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In getting ready for the annual visit of the moth family, Barrett Company, New 

York, has packaged its Polar line of moth balls and flakes in new cellophane con- 

tainers. The red and blue color scheme is good to look at, but the package 

has still another advantage. It is said to imprison objectionable odors—a par- 

ticularly appealing note for dealers who handle moth-killers along with food- 

stuffs. The colorful packages will also be adapted to point-of-purchase displays 
for use by dealers. 


WILL VIE WITH "BIG THREE" IN LOW PRICE CAR FIELD 


Here’s news! Studebaker 
invades lowest price field! 


Announetig a New lr 
fora New Hirld 


™ STUDEBAKER CHAMPION 


Brilliant team mate of Studebakers Commander and President 
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Priced on a level with the three © 
largest selling lowest priced cars 
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This spread, scheduled to appear in late April issues of national magezines, will tell consumers the background story of 


Studebaker's decision to serve the low price car market. 
pion. In addition to magazines, newspapers, radio, export papers and automotive publications will be used. 


More than $1,500,000 will be spent to announce the new cham- 
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The circulation of The Dallas 

Morning News is greater today 

than at any time since this 

institution was founded in 

Texas more than ninety-six 
years ago. 


Recent gains have brought the totals (daily 
and Sunday) up to a new all-time peak. The 
gains have been made in the face of an in- 
crease in subscription rates—the ONLY such 
increase in Dallas. 


Figures are of course subject to A.B.C. audit. 
The gains are concentrated in the Dallas area. 


Texas’ The richest, 
Major most populous 
Market area in the state 


37 counties (shown in 
Dallas Market. Only 
it has one-fourth of the 


black) comprise the 
one-tenth of Texas’ area, 
population and income. 


Sell the readers of The Dallas News 
and you have sold the Dallas market. 


THE DALLAS MORNING NEWS 


The Newspaper of Texas’ Major Market 


Associates: The Semi-Weekly Farm News :: The Texas Almanac :: John B. Woodward, Inc. 
Radio Station WFAA (50,000 Watts) Representatives 
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